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THE NATIONAL NEWSPAPER OF MARKETING 


Some TV Practices Violate Anti-Trust 


Laws, Barnes Tells Senate Committee 


He Says Justice Dept. 
f Won't Investigate While 
_ FCC Conducts Own Study 


WASHINGTON, Feb. 29—Senate 
commerce committee members, 
who are seeking ways to get more 
Stations on the air, were told today 
that the Justice Department feels 
tv is involved in practices which 
will not stand up under the anti- 
trust laws. 

Anti-trust chief Stanley N. 
Barnes revealed that some prac- 
tices, related to the sale of pro- 
grams, already are being investi- 
gated by his staff. Specifically he 
mentioned (1) reports that net- 
works force advertisers to buy 


N. Y. Central Tries 
Market Research, 
PR Ad Program 


Road Names Boylan to 
Run Research, Sets Ads 
on ‘New R.R. World’ 


New York, Feb. 29—The New 
York Central last week (1) an- 
nounced its new plan of organiza- 
tion, (2) created the new post of 
market research director and (3) 
launched a public relations ad 
series. 

The modernization—or decen- 
tralization—plan encompasses a 
shift from departmental to a divi- 
sional organization and involves 
changes in personnel, title and job 
content for more than 180 persons 
in 36 cities. One major departure 
was the appointment of Joseph D. 
Boylan, formerly director of cargo 
sales for American Airlines, as 
market research director in the 
freight sales and service depart- 
ment. 

Although it is a unique railroad- 
ing job, Mr. Boylan believes his 

(Continued on Page 92) 


network owned or controlled pro- 
grams in order to get prime air 
time, and (2) the possibility that 
feature films now being released 
for tv from film libraries of major 
producers are offered under illegal 
block-booking arrangements. 

Both investigations reflect his 
belief that Supreme Court deci- 
sions in the motion picture indus- 
try should be applied to tv. Under 
these decisions, producers are di- 
vorced from film exhibition, and 
are forbidden to force exhibitors 
to buy films in “packages.” 


s The anti-trust chief said other 
practices, particularly network 
“must buy,” violate the law. How- 
ever, he indicated these probably 
will not be challenged while the 
Federal Communications Commis- 
sion is carrying out its own review 
of network operations. 

As one informed source phrased 
it: “On programming matters, the 
Department of Justice is moving 
right ahead. On other problems, 
where networks have some sem- 
blance of sanction from the Fed- 
eral Communications Commission, 
the department will wait until FCC 
completes its investigation of net- 
work operations.” 

More than 20 witnesses appeared 
before the Senate commerce com- 
mittee during the week to discuss 
the stalemate in tv station con- 
struction. While they agreed the 
problem stems from the inability 
of uhf stations to compete with vhf 
stations, their recommendations 
varied. Most favored some form of 
de-intermixture as a short-run an- 
swer, perhaps with a long-range 
shift to an all-uhf system. Wit- 
nesses advocating de-intermixture 
generally felt their own area 
should be all-vhf. 


s Judge Barnes was called after 
Committee Counsel Kenneth Cox 
sought to determine what was be- 
ing done about the _ so-called 
“Plotkin Report,” a study pre- 
pared by Harry M. Plotkin early 
last year as special counsel for 
the Senate commerce committee, 
(Continued on Page 92) 


Ft. Wayne TV Study Was Okay, Except for 
its Conclusions, ‘Chicago Tribune’ Finds 


Cuicaco, March 2—National 
Broadcasting Co.’s study of mar- 
keting patterns in Ft. Wayne, Ind., 
“before and after television,” has 
been drawing print media fire 
ever since it appeared nine months 
ago (AA, May 30, ’55). 

Last week the Chicago Tribune 
entered the lists with yet another 
critical “analysis” of the network’s 
“Strangers into Customers” survey. 
But it was a far cry from earlier 
attacks on the study and, for that 
matter, from the Tribune’s own 
enthusiastic earlier assaults on 
“Fantasy in TV Land” (Feb. 28, 
55). 

The current Tribune critique ac- 
tually has some praise for its sub- 
ject. 

“The NBC-TV study of Ft. 
Wayne before and after the first 
local tv station went on the air is 


an interesting piece of research 


conducted by a reputable organi- 
zation [W. R. Simmons & Associ- 
ates],” the newspaper concludes. 
“It is more than adequate in sam- 
ple size and in checks (e.g., ‘con- 
ditioning’ by previous interview).” 


s The Tribune’s objections to the 
survey center upon the conclusions 
made from it and offered as 
“proof” of the effectiveness of tv 
in comparison with other media. 
These, it says blandly, “leave much 
to be desired.” Here, briefly, are 
the objections summarized at the 
conclusion of the Tribune’s 12-page 
analysis: 

1. Ft. Wayne was a new, one- 
station market—“The novelty fac- 
tor was at its height during the 
survey.” 

2. The study compared new set 

(Continued on Page 4) 


Sn. 


why 
the 
tattoo 


in the Marlboro 
Ads? 


TRE FL TER CIGARETTE IN THE FLIP-TOR BO) 


viriite—Marlboro uses this ad to 
explain to the trade why its ad- 
vertising shows a man with a tat- 
too. Answer: The tattoo “suggests 
a successful man who has a ro- 
mantic past.” This ad appeared in 
food, drug store and other business 
publications last month. 


‘Painless’ Tattoos 
Are Featured in New 


Marlboro Promotion 


New York, March 2—Transfer 
pictures, which advertisers have 
been using for years as a pre- 
mium to bemuse children, are 
going to get a tryout among 
adults, as a result of Marlboro’s 
conviction that tattooing denotes 
virility, romance, and success. 

“Several million” transfer (i.e., 
painless) tattoos are being dis- 
tributed to jobbers and retail out- 
lets by Philip Morris Co. The tat- 
toos are similar to those currently 
seen on models in Marlboro ads. 

The company also has started a 
new series of trade ads designed 
to sell the tattoo advertising. The 
ads—two-color pages—are running 
in American Druggist, Chain Store 
Age (grocery and dairy), College 
Store, Food Mart News (Chicago 
and Southern California editions), 
Food Topics, Grocer Graphic, Pro- 
gressive Grocer and Vend. 


# “You’ve probably noticed that 
all the men in the Marlboro ads 
wear tattoos, and you may have 
wondered why,” the opening ad 
(Continued on Page 93) 
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A New Marketing Setup... 


Schlitz Signs Toigo 


and Three-Man Team 


Ralston Premium 
War Marches on— 


Sans Antagonists 


Competitors Are Mute 
as Ralston Prepares 
Appeal to Grocers 


San Francisco, March 1—With- 
out benefit of any comment what- 
ever by the competition, Ralston- 
Purina Co. and its agency, Guild, 
Bascom & Bonfigli, moved ahead 
in their abrupt new effort to sell 
cereals without premiums. 

Originally launched, without ad- 
vertising fanfare, by means of a 
message to housewives on Ral- 
ston’s Rice Chex and Wheat Chex 
packages (AA, Feb. 27), the cam- 
paign got started in the media this 
week with commercials on the 
“Ethel and Albert” tv show. The 
theme: “Look, Ma, No Premiums.” 

At the same time, the agency 
revealed plans for a trade paper 
campaign which will punch home 
the new-found Ralston anti-pre- 
mium philosophy this spring and 
summer—with all the drive of a 
manifesto. 


s “Grocers of America, Rejoice!” 
starts the first ad, scheduled for 
Chain Store Age, March 30, and 


(Continued on Page 8) 


Marketing, Market Plans, 
Market Research and 
Media Posts Established 


MILWAUKEE, March 1—John To- 
igo, the man who personally so- 
licited—and won—the $9,000,000 
Schlitz account, today went to 
work for the ac- 
count he never 
got to service. 

And into the 
brewery with him 
he took a three- 
man advertising 
and marketing 
team which had 
been associated 
with him at the 
Biow agency. 
The team con- 
sists of: 

Robert F. Branch, until recently 
a vp of Biow, who will be director 
of market plans at Schlitz. 

Louis S. Berger, formerly vp 
and director of marketing at Biow, 
who becomes director of media and 
market research. 

Richard Steenberg, account su- 
pervisor and assistant to Mr. Toigo 
at the agency, who becomes adver- 
tising manager. 

Two positions that remain un- 
changed. at Schlitz are that of di- 
rector of merchandising, which 
will continue to be held by Herbert 
E. Palaith, and that of assistant ad- 
vertising manager, handled by 
Francis L. Smawley. 


John Toigo 


® In announcing the four new ap- 
(Continued on Page 89) 


Madison Ave. Conundrum: What Advertiser 
Complained to Justice Dept. About TV Nets? 


New York, March 1—If you like 
guessing games, you might try this 
one: Which advertisers complained 
to the Justice Department about the 
program policies of the television 
networks? There is no shortage of 
possibilities. For example: 

Was it the Firestone Tire & Rub- 
ber Co., which in 1954 was asked 
to move the “Voice of Firestone” 


Last Minute News Flashes 


Montgomery McKinney Joins Leo Burnett Co. 


Cuicaco, March 2—Montgomery N. McKinney has joined the ac- 
count staff of Leo Burnett Co. He formerly was with Earle Ludgin & 
Co. for 15 years, where he was vp, account supervisor, director and 
plans board member. Prior to this he handled sales, sales promotion 
and advertising for Kitchen Art Foods. 


Johnson Is Westinghouse Radio-TV Ad Manager 


MeEtTucHEN, N. J., March 2—Russell W. Johnson, assistant advertis- 
ing manager, has been promoted to advertising and sales promotion 
manager of the television-radio division, Westinghouse Electric Corp. 
will announce next Monday (March 5). 


Crowell-Collier Sets Recording, Radio-TV Unit 


New York, March 2—Crowell-Collier Publishing Co. has formed a 
recording, radio and television division. Its first step will be the manu- 
facture and distribution of records through Crowell-Collier clubs. 
William A. H. Birnie, vp and formerly publisher of Woman’s Home 
Companion, will head the division. The recording department will be 
managed by William H. Fowler, formerly vp of Capitol Records. 

(Additional News Flashes on Page 93) 


simulcast—an NBC radio feature 
for 26 years and a tv attraction for 
six—to make room for “The Sid 
Caesar Hour”? Firestone moved all 
right, but not to another NBC spot; 
the sponsor was offered afternoon 
time, among other periods, as a re- 
placement for its choice Monday 
night niche. 

The tire maker took its business 
to ABC. At the time there were re- 
ports that one of Ohio’s senators 
thought this was no way to treat a 
good customer of long standing. 


® Was it Speidel Co. or Block 
Drug Co., whose audience partici- 
pation show, “Name That Tune,” 
was also dispossessed by the Cae- 
Sar program? 

Was it U.S. Tobacco Co.? That 
same year this pioneer NBC-TV 
advertiser lost its “Martin Kane” 
time when the network cleared the 
way for the “Lux Theater” switch- 
over from CBS. The tobacco com- 
pany threatened legal action but 
nothing came of it. Later U.S. To- 
bacco turned up with a big day- 
time schedule on the same net- 
work. 

Was it P. Lorillard Co., which in 
1952 made an unsuccessful attempt 
to get a temporary injunction to 

(Continued on Page 89) 
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Product Services Is Virtually a 


One-Medium Agency (TV, That Is) 


New York, Feb. 29-—It would be! plus-$1,000,000 advertiser; last 


a gross 


understatement to say year it was down to $450,000. 


Advertising Age, March 5, 1956 


Thor, Adless But 
Merger-Minded, 
Moves into Black 


Product Services Inc. believes in| To promote Glamorene cleaner, 
television. This New York adver-|the Hulshes invested heavily in 
tising agency actually comes close| print media, scattering their mes- 
to being a one-medium operation. Sages in a wide range of books. For 

Organized six years ago by Les|a while, a regular schedule in Life 
Persky, the agency is dedicated to| was maintained. But the print ads 


NEw York, Feb. 28—A switch in 
operation from short-line appliance 
manufacturing and distribution to- 
ward long-line marketing and 
product diversification paid off in 


the simple proposition that no 
medium sells goods the way tv 
does. Clients apparently are buying 
the proposition. Mr. Persky expects 
to be billing more than $5,000,000 
this year—75% of it in television. 

Latest client to get the Persky 
treatment and come back asking 
for more is Glamorene Inc., the 
wool rug cleaner manufacturer 
that soared to overnight success 
on the wings of a Reader’s Digest 
plug and then hit the skids after it 


was falsely implicated in a fatal| 


poisoning. 


® In its four years of operation 
Glamorene has had its ups and 
downs with agencies as well as 
Sales. It successively employed 
Aitkin-Kynett, J. Walter Thomp- 
son Co., Ruthrauff & Ryan and 
Hicks & Greist before landing in 
Mr. Persky’s shop last August. 

The three Hulsh brothers (Clay- 
ton, Gerold and Sheldon) who run 
the Glamorene business never 
found the winning ad formula in 
their peregrinations among agen- 
cies. Their ad budget was tied 
closely to past sales; when these 
were up, advertising went up. In 
its happiest days, Glamorene was a 


|never delivered the results gener- 
ated by the editorial mention in the 
| Digest. 


® Mr. Persky took on the Glamor- 
ene business the way he takes on 
other businesses. He threw the 
company into a 10-market test of 
saturation tv spots. Mr. Persky 
subscribes to what he calls the 
| “pay-as-you-go approach to adver- 
| tising.” He believes ads should pay 
|off in sales immediately—not in 
some far distant future. 

Product Services put together 
hard-selling filmed spots for 
Glamorene. They featured before- 
and-after demonstrations of how 
Glamorene cleans wool rugs. “They 
may have been a little crude,” says 
Mr. Persky, “but they sold Glam- 
orene.” 

Highly satisfied with the results 
of the test campaigns (national 
sales increased 15% after three- 
week campaigns in 10 cities), 
Glamorene gave Mr. Persky a go- 
ahead. The company now has sat- 
uration tv spot drives in 35 major 
markets and will soon add 18 more 
markets to the schedule. In the 
very top markets, the schedule calls 


(Continued on Page 68) 


No. 4 in ‘55... 


Falstaff Buys 
Texas Brewery, 
Eyes Another 


Galveston-Houston’s 
450,000-bbI. Production 
Improves Distribution 


Sr. Louis, Feb. 29—Falstaff 
Brewing Corp. will purchase the 
plant of Gaiveston-Houston Brew- 
eries Inc., Galveston. A contract 
signed by the two brewers today 
completes the transaction, subject 
to approval by the Galveston or- 
ganization’s stockholders. 

The purchase, terms of which 
were not announced, adds a brew- 
ery with current annual capacity 
of 450,000 bbls. to the chain of 
plants now owned by Falstaff in 
St. Louis, Omaha, New Orleans, 
San Jose, Cal., and Ft. Wayne, 
Ind. 

At the time of the Galveston 
transaction, Harvey A. Beffa, Fal- 
staff exec vp and general manager, 


Ex-Admen Sell Stock 
= Le LJ 
via Verses; Virgil's 
. 7 
‘Copy’ Inspires ‘em 
New York, Feb. 28—A former 
advertising man, now a stock bro- 
ker, and an agency man, once the 
stock broker’s boss, are combining 
their talents to further the trend 
toward a lighter approach in fi- 
nancial advertising. 
For example, one of their recent 
limericks, which appeared with ap- 
propriate cartoons on the financial 
pages of New York newspapers, 
and in direct mail brochures, goes 
like this: 
When the market goes up.. 
he’s a bull, 
When the market goes down .. 
he’s a bear, 
When the market stands 
pat, 
He just murmurs, “That’s 
that,” 
And forgets that it ever was 
there. 
Arthur Wiesenberger, who heads 
the stock exchange house of that 
name, worked for L. S. Goldsmith 
(Continued on Page 95) 


was queried on the rumor that only 
a few days ago Falstaff was nego- 
tiating for the purchase of Harry 
Mitchell Brewing Co., Fl Paso. He 
conceded his company was looking 
at that property. He said, how- 
ever, that the Galveston purchase 
was “an entirely separate consid- 
eration and would in no way af- 
fect further consideration of the 
El Paso plant as a second Falstaff 
brewery in Texas.” 


| 
s Edward A. Stenzel, president of | 
the Galveston company, ‘and its| 
majority stockholder, said the) 
brewing of his company’s South- | 
ern Select brand had already) 
ceased, and bottling operations | 
would continue only until present | 
stocks were exhausted. Falstaff ex- 
pects to assume operation in Gal- 
veston within three or four weeks. 
(Continued on Page 40) 


New York, March 1—De ravolu- 
| tion is come! Is time to chop off de 
| veeskers, also rip off de madals! 
| That’s how they feel about vodka 
advertising at Continental Distil- 
ling Co. So next month, when Con- 
tinental will launch its new Cava- 
lier vodka, the campaign will be 


General Foods Must 
Equalize Discounts 
of Dealers, FTC Says 


WAsHINGTON, March 1—The Fed- 
eral Trade Commission ruled to- 


1955 for Thor Corp., Chicago. The 
company, which last summer (AA, 


U.S. DRINK—Continental Distilling Co., Philadelphia, is introducing its July 11, 55) decided to diversify 

Cavalier vodka with a campaign identifying vodka as a strictly 

American drink. Shown here is the introductory outdoor ad. Weiss 
& Geller, New York Inc. is the agency. 


Ads Call Continental's New Cavalier 
Vodka ‘as American as Jazz, Baseball’ 


after recording a $2,500,000 loss in 
|’54, wound up ’55 in the black to 
the tune of $400,000. 

This was disclosed yesterday by 
Arnold H. Maremont, Thor board 
'chairman, in a talk before the New 
York Society of Security Analysts. 
|He predicted that the company 
| would earn more than $3,000,000 
|this year, or $9 to $10 a share on 
353,259 shares outstanding. 
built around an “as American as”| Last summer, Thor announced 
theme, and Cavalier will be touted | that it would spend no more money 


in the ads as “the great American | 0M advertising. Prior to that an- 
vodka.” /nouncement, the company’s ad 


Cavalier vodka will be intro- | budgets for 1954 and 1953 ranged 
duced in metropolitan New York, between $750,000 and $1,000,000. 
Pennsylvania, Michigan and Cal- | Any advertising for Thor washers 
ifornia with newspaper insertions Since has been done by dealers. 
ranging from pages down to 600) 
lines, plus outdoor advertising. Ex-|8 “There no longer is a place in 
penditure on the campaign will be| the home appliance field for the 
a “substantial six figures,” accord- single-line company,” Mr. Mare- 
ing to Weiss & Geller, New York|mont said. “The single-line com- 
Inc., the Cavalier agency. |pany cannot compete with the in- 
/tensive, expensive merchandising 
s “As American as the rodeo” is|of full-line companies which com- 
the headline on the introductory | pete with television programs and 
ad, set against a striped back- only incidentally with their prod- 


day that General Foods Corp. must 
not give contract wagon distribu- 
tors an advantage over wholesalers 
who compete for the business of 
restaurants, hotels, hospitals and 
other institutional users. 

The commission’s order knocks 
out special discounts which wagon 
distributors have been getting on UP the bottom border on the page. 
Maxwell House coffee, Post Toast-| Outside of the cosmopolitan 
ties, Grape-Nuts, Baker’s cocoa, centers, the reaction to the name) 
Jell-O and other General Foods vodka is often, “that damn Russian | 
products. It also requires that | drink,” according to Dr. Max Gel- 
General Foods supply other whole- | ler, president of Weiss & Geller. 
salers with institution-size pack-| When Continental decided to ex- 
ages of its products, which it has |Pand in the vodka market [it also | 
sold exclusively through contract | as Kulov vodka], Dr. Geller said | 
wagon distributors. /he and John L. Leban, vp of Pub- 

\licker Industries, of which Con- 


® FTC acknowledged that the con-|tinental is a subsidiary, decided | 
tract wagons were used in order |t© Promote the product using a| 
to compete for a larger share of | ‘Strictly American” concept. 


ground and above a bucking bron- 
co. “You who know vodka best 
will welcome the rare superiority | 
of Cavalier—the great American} 
vodka!” says the opening copy 
sentence. Six identical pictures of 
the new “Ribbon V” bottle make 


the institutional business. But it| “Why foal at" comments a 
said the wagons are in direct com- Geller. Let’s stop hiding behind 
petition with regular wholesalers, the whiskers and the medals and | 
and that section 2(d) of the Clay- | the confusion. 


ton Act requires that sellers who) . ‘ 
compete with each other be al-|® Dr. Geller has little truck with | 


lowed “proportionately equal | vodka advertisers who distill a de- | 
terms.” lcidedly foreign flavor—flowing 
The order upheld an initial de-| beards, bemedalled dignitar ies, | 
cision which had been issued by diplomatic corps scenes—into their 
J. Earl Cox, hearing examiner.|V0dka promotion. “They all say, 
Mr. Cox had agreed to dismissal | finally, ‘product of the U.S.A.,’” 
of a section which sought to pre- (Continued on Page 36) 
vent General Foods from paying 
wagon distributors a fee for de- 
livering merchandise in its behalf, 
where sales were made directly by 


= 


JOHN C. SIMMONS has been named 
national advertising manager of 
Dr. Pepper Co., Dallas. Formerly 
vp and Dallas office manager of 
Ruthrauff & Ryan, Mr. Simmons 
succeeds Leonard E. B. Andrews, 
who resigned because of illness. 


};mamed advertising and sales pro- 


|| Mfg. Co., Los Angeles, maker of | 


its own representatives. 

FTC’s decision today supports 
Mr. Cox’ ruling on this point, so! 
long as the wagon actually renders 
a service in return for the fee. 


Linke Named McClintock A.M. 
Raymond J. Linke has been 


| 
motion manager of McClintock | 


food-handling equipment and con- 
tainers. He formerly was public | 


relations director of J. B. Rea Co.,| 
Santa Monica, Cal. 


WABD Appoints Bruce 


Walter J. Bruce, formerly ad- 
vertising manager of the Bohack 
food chain and Grand Union 
stores, has joined WABD, New 
York, as a senior account execu- 
tive and director of merchandising 
for the tv station. 


CO-EDUCATIONAL SWEATERS—College 
ball stars will be featured this y 


Life and four fashion magazines, 


ucts. 
“We had three choices: (1) Sell 
(Continued on Page 65) 


Jantzen Boosts 
Magazine Use 40% 


in Sweater Drive 


PorTLAND, OrE., Feb. 28—An in- 
tensive five-month advertising 
campaign for men’s and women’s 
sweaters will be launched in Au- 
gust by Jantzen Inc. 

The theme for the women’s 
sweaters drive will be “For young 
women going places.” The ads will 
feature several college co-eds, and 
other young women in key posi- 
tions in business and industry. 

Color bleed page ads are sched- 
uled for Charm, Glamour, Life, 
Mademoiselle, and Seventeen. 
Thirty-sheet posters will be used 
in 68 markets. In addition, dealers 
will be provided with mats, coun- 
ter cards, style folders, swatched 
counter cards and other material. 


= The men’s campaign will fea- 
ture 19 professional football stars 


|—the same approach that was 


(Continued on Page 68) 


co-eds and 19 professional foot- 
ear in ads for Jantzen sweaters. 


The five-month ad drive will start in August and will use national 
magazines and outdoor signs. The sweater girl ad will be used in 


the football players in Esquire 


and True. 
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4 Games: $6,000,000? ... 


TV Rights to 
Sports Events 
Will Cost More 


Sports Seers Doubt | 
Gillette Will Repeat | 
6-Year Series Bargain | 


By Maurine Christopher 

New York, March 2—It’s getting | 
So a certain sponsor and its agen-| 
cy are almost afraid to read the 
sports pages. Every time somebody | 
estimates how much the yearly 
tv-radio rights to the World Series | 
will cost, starting in 1957, the fig-| 
ure goes up another $1,000,000. 

Gillette Safety Razor Co. has 
sponsored baseball’s big show on 
radio (Mutual) since 1939 and on! 
tv (NBC mainly) since 1947,) 
through Maxon Inc. This is the 
last year of a six-year deal nego- 
tiated by the then Commissioner 
A. B. (Happy) Chandler. He as- 
signed the tv rights to the series 
to Gillette and Mutual for $6,- 
000,000. Radio rights to the All- 
Star and Series games through 
1956 added up to $1,370,000. 

Gillette’s concern is two-fold. 
The company has to worry about 
whether the rights will be re-as- 
signed to it. Once that hurdle is 
past, the sponsor has to worry 
about how much television is 
going to cost. 


® At the time the contract was 
signed, the yearly tv price of $1,- 
000,000 sounded impressive enough. 
In today’s television bookkeeping, 
it is much less so. Advertisers are 
spending $500,000 at a throw on 
spectaculars, and comedians loud- 
ly proclaim the signing of $11,- 
000,000 contracts. It’s enough to 
make hard-working baseball play- 
ers feel under-priced, and that is 
just what has happened. 

If the sports pages mirror their 
feeling correctly, the players be- 


(Continued on Page 41) 


Julian Watkins 


Campbell-Mithun 
Names Watkins 
Plans Board Head 


MINNEAPOLIS, March 1—Julian 
L. Watkins has been named chair- 
man of the plans board of Camp- 
bell-Mithun here. 

Mr. Watkins, author of the well- 
known book, “The 100 Greatest 
Advertisements—Who Wrote Them 
and What They Did,” had been 
long-range creative administrator 
of Campbell-Ewald, Detroit, since 
September last year. Prior to that 
he had been vp and copy director 
at Campbell-Ewald, which he 
joined in 1945 as a copywriter. 

Prior to joining Campbell- 


Ewald, he had been vp and chair- 
man of the creative board of re- 
view of Maxon Inc. Before that he 
was with J. Walter Thompson Co., 
H. B. Humphrey Co., N. W. Ayer 
& Son and Young & Rubicam. 


- 


Soriano 


McManus 


Mackay Rystogi 


~~ - 


a ‘ 


Kilpatrick Heath Jarstod 


BASEBALL TELECASTERS—Wilfred W. Rystogi, representing Bar-S Prod- 
ucts, Seattle Packing Co., signs the contract for co-sponsorship of 


Seattle Rainiers Pacific Coast 


League baseball telecasts over 


KTVW. At the ceremony were Dewey Soriano, the Rainiers’ general 
manager; Robert McManus, Bar-S sales manager; Wallace Mackay, 
of Miller, Mackay, Hoeck & Hartung; Robert Kilpatrick, KTVW 


commercial manager; Jeff Heath, 


who will handle commercial an- 


nouncements, and John Jarstad, who will report the games. 


Gallagher Prediction: Four Consumer, 
24 Business Media Will Be Born in ‘56 


New York, Feb. 28—At least|a survey of consumer and business 


four new consumer magazines and 
24 business papers will be started 
in 1956, according to the third an- 
nual publishers’ forecast issued by 
“The Gallagher Report.” “The Gal- 
lagher Report” is a confidential 
newsletter put out by consultant 
Bernard Gallagher. 

Publishers’ forecast is based on 


Fingerprints Won't 
Print on Newsprint, 
‘Philly News’ Finds 


PHILADELPHIA, Feb. 28—David M. 


|magazine publishers. Mr. Gallagher 


|polled by mail 915 publishers, got 
janswers from 160, for a 17.5% 
| return. 


# On the basis of these answers, 
|he gives the following picture of 
\the magazine industry: 

1. Publishers expect their total 
/income to rise 13.3% in 1956. Net 
|profits are expected to be up by 
12.5%. Advertising revenue will 
\jump 14.3% over 1955. 
| 2. For BPA (Business Publica- 
‘tions Audit of Circulation) mag- 
|azines, net profit before taxes in 
1955 was 12.4%; for ABC (Audit 
Bureau of Circulations) business 


‘56 Budget: $18,000,000... 


Inland Press Group 
Also Learns How Dailies 
Meet Newsprint Dearth 


Cuicaco, Feb. 29—‘“Although I 
probably shouldn’t mention this to 
a group of newspaper publishers, 
we are experimenting with tele- 
vision as an advertising medium 


president and board chairman of 
Montgomery Ward & Co., told 


Assn. yesterday. 

Speaking at the winter-spring 
meeting of the IDPA, Mr. Barr also 
disclosed that Ward will appro- 
priate $18,000,000 for advertising 
this year—an alltime Ward record. 


Bench Ad Group 
Gets Benches Back, 
Drops Contempt Suit 


Cuicaco, Feb. 28—The five- 
month feud between the Advertis- 
ing Bench Assn. and Lloyd M. 
Johnson, Chicago commissioner of 
streets and sanitation, was settled 
peacefully last week when the as- 
sociation dropped its contempt of 
court action against Mr. Johnson. 

Maurice Nathanson, attorney for 
the ad bench group, told ApvErR- 


\TISING Ace that more than 200 
|'benches confiscated by the city 
several months ago (AA, Dec. 19, 
55) had been returned to his 
client. 

| In return, Mr. Nathanson said, 
|he agreed to an amended court 
order specifying that benches on 
|private property must be 18” dis- 
tant from sidewalks. 


Podvey, general manager of the| magazines, it was 11.25%; con-|m The hassle started last October, 


Philadelphia Daily News, a former 
promotion manager himself, want- 


|sumer magazines report 4.05%. 
3. There is a strong trend to- 


when city garbage crews, under 
orders from Mr. Johnson, picked 


ed to prove a point to advertisers.| ward diversification. Many pub- up several benches. Mr. Nathan- 


He wanted to show that the News 
not only is increasing circulation, 
but that it can boast a big multi- 


ple readership such as the ones) 


Life and Look crow about. 

So he hired a fingerprint ex- 
pert. The sleuth was given a copy 
of the News. According to an ad- 
vertiser (Browning King & Co., 
retail clothing store for men), 12 
| salesmen had read that particular 
|}issue. The expert was to bring up 
their fingerprints and photograph 
them. 

If he could do this, Daily News 
ad salesmen would then show them 
to advertisers to prove multiple 
readership. 

What happened? The prints did 
not show up on newsprint; it’s too 
dry. 


\lishers plan to buy or start mag- 
azines this year. Others plan to 
|invest in non-magazine properties 
such as radio and tv stations, pa- 
per mills, oil and timber. 

“In 1956 look for existing pub- 
lishers to “bring out four ‘more 
consumer magazines and 24 more 
‘business publications,” the fore- 
'cast says. 


s 4. Publishers increased space 
rates by 11.6% in 1955, will boost 
them by 11.1% in 1956. This is a 
sensitive area. “Advertisers and 
agencies touchy because of con- 
stant increases.” 

5. Race for circulation will con- 
tinue. “Circulation guarantees in 
jeopardy of being reduced to an 


(Continued on Page 37) 


|son filed suit and obtairied a tem- 
porary injunction which restrained 
the city from removing benches 
located on private property. 

Several weeks after the injunc- 
tion was issued, city garbage crews 
carried off more than 150 benches. 
The association then petitioned the 
court for a contempt citation 
‘against Mr. Johnson, charging that 
‘he had acted in violation of the 
linjunction. The contempt action 
|had been in the hands of a master 
|in chancery until it was settled 
last week. 

A suit seeking a declaratory 
judgment on the benches is still 
pending. The association claims 
that there is no city law that gov- 
erns the licensing or placing of 
ad benches. 


Highlights of This Week's Issue 


Magazine advertisers revolt against 
too many coupon returns. Page 10 
BBDO’s Purcell outlines 15-points 
to bring media merchandising, 


advertisers together ....Page 11 
Calvert ties in liquor, good 
ee ae ee eee Page 22 


Automation will make advertising 
bigger, harder, Foote tells ad- 
club 

Supermarket price war threatens 
national brands, Zimmerman 
says 

Old Fitzgerald’s candelight decant- 
er was “gracious living” sym- 
bol, says Dichter 

Auto ads increase despite drop in 


er yer Page 47 
CBS-TV Film, Time cooperate 
on promotion of tv _ film 
GONEEE bees chccccnvaned Page 51 


Hotel group buys 12-page ad in 
Newsweek 
BBDO offices in nine cities meet 
via closed-circuit tv ...Page 54 
Sun Oil tests “tailor-made” gas- 
oline in Florida 
ABC, Screen Gems sells films to 
Australian tv stations ..Page 59 
Faweett’s Daigh tells admen they 
could get more customers by in- 
sulting them 
Insurance company says it tried to 
live up to FTC code ..Page 71 
Two distillers contemplate leav- 
ing Kentucky to avoid doubled 


epee = See Page 72 
Rival Dallas newspapers build 
communal television anten- 
Pe eee ee Page 73 


Creative Man is taken aback by 


latest women’s styles ..Page 76 


E. B. Weiss finds economic fore- 
casters a little foggy ....Page 76 
Avant-garde retail ad gets going 
over by Clyde Bedell ..Page 81 


REGULAR FEATURES 
Advertising Market Place ... 
Along Media Path .. 
Chain Store Sales .. 
Coming Convention 
Creative Man's Corne 
Editorials 
Farm Publication Linage 
Getting Personal 
Information fer Advertisers 
Looking at Radio & TV 
Looking at Retail Ads 
Magazi Linage 
Obituaries 
On the Merchandising Front 


Photographic Review 60 
Production Tips .......... 81 
Rough Proofs “4 
Salesense in Ads 3 
Television Rating 90, 91 
This Week in Washingt 43 


Voice of the AVOrtiser cc. cccsccccesennend 84 
What They're Saying 


at some locations,” John A. Barr, | 


members of the Inland Daily Press| 


Montgomery Ward Adds Magazines, 
TV to Usual Newspaper Schedule 


|In addition, the company plans to 
‘improve the quality of its adver- 
| tising, he said. 

ADVERTISING AGE learned that 
Ward also will use magazines to 
advertise specific products this 
year, for the first time in many 
years, A Life spread in April will 
initiate the program. The company 
declined to say what other maga- 
zines wil! be used. 


® Mr. Barr told AA that advertis- 
ing in all media would be increased 
over 1955. Although total figures 
for Ward’s 1955 budget were not 
made public, the company report- 
edly budgeted $8,000,060 in 1954. 

| Ward has used television spar- 
|ingly for several years. The new 
|ad program calls for spot tv com- 
| mercials in 50 markets throughout 
| the U.S. A company spokesman de- 
clined to say if Ward would spon- 
sor any network tv shows. 

The company has used small- 
space ads in magazines for many 
years to advertise its catalogs only. 
Ward, however, always has been a 
heavy advertiser in newspapers, 
and this policy is expected to be 
continued. Foote, Cone & Belding 
handles the Ward account. 


® The newsprint situation was 
discussed earlier in the IDPA meet- 
ing by a panel composed of Philip 
D. Adler, Davenport Times; Wil- 
liam Huffman, Wisconsin Rapids 
Tribune; Charles P. Manship Jr., 
Baton Rouge State-Times and 


(Continued on Page 68) 


Hitchcock Builds 
Suspense for His 
Commercials, Too 


New York, Feb. 29—Sponsors 
who are having trouble getting 
viewers in the proper mood for 
their tv commercials might do well 
to study the technique of Alfred 
Hitchcock. 

The rotund, impassive producer 
has a delightful way of setting up 


ae % 


the potential customers for the 
pitch on his Sunday night CBS-TV 
series for Bristol-Myers (Bufferin, 
Ban, Ipana). Fact is, many people 
consider his remarks at the start 
and finish of the psychological 
dramas to be the entertainment 
highlight of the show. 

A great deal of the credit for this 
state of affairs must go to comedy 
writer Jim Allerdice, who handles 
the Hitchcock assignment for Re- 
vue Productions. (Before that he 
turned out material for George 
Gobel.) 

On a night when his teleplay was 
titled, “The Perfect Murder,” this 


(Continued on Page 6) 
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Ft. Wayne TV Study Was Okay, Except for | 


its Conclusions, ‘Chicago Tribune’ Finds 


(Continued from Page 1) 3. Tv was operating in a vacuum | 
buyers with an “unexposed group” | —“20 of the 35 brands tested were 
defined as those who neither not using newspapers in Ft. Wayne, 
owned sets nor did “guest view-| but the study intimates that all 
ing” outside their homes. This lat-| brands were well advertised in 
ter group, says the Tribune, is|other media.” 

“inferior for comparison.” 

“The majority of them are older|ing pest-tv interviews. “Two- 
people with low incomes and small | thirds of the checkable brands had 
families,” it observes. “They have joes, premium or combination 
demonstrated that they are set in|deals going on during the post-tv 
their ways with a relatively lower |interview period, but did not have 
awareness and acceptance of |similar deals in the pre-tv period. 
change. Any advertising would Store displays and temporary sales 
have a difficult time selling such | increases were undoubtedly due to 
a group...” deals. 

“A check on sales one year later 
shows tv brands at or below their 

: : je | pre-tv levels when deal activity is 
Nbc yaw ite | removed.” 


“ 5. Non-tv brands were also non- 


4. Deal activity was heavy dur- 


newspaper brands. “Of the nine 


Larsen 


luncheon of the Editor-Educator 


sponsored by the Magazine Publishers Assn. and 


the National Education Assn., are 


president and director of Time Inc., who reported 
on the White House Conference on Education; Dr. 


— 
ities, 


Crandall 
CONFERENCE—Head table guests at the Feb. 24 


conference, co- 


Roy E. Larsen, 


Advertising Age, March 5, 1956 


zie 


Carr 


Frank Baxter, professor of English literature, Uni- 
versity of Southern California; Robert W. Crandall, 
editor, college department, McGraw-Hill Book Co.; 
Dr. Andrew Holt, vp, University of Tennessee; Her- 
bert Mayes, editor of Good Housekeeping, and Dr. 
William G. Carr, executive secretary, NEA. 


SCAAA Elects Two 

Bernard B. Schnitzer Inc., San 
Francisco, and Clifford Gill Agen- 
cy, Beverly Hills, have been elect- 


non-tv brands in the study that ed members of the Southern Cal- 
slipped in brand preference, eight ifornia Advertising Agencies Assn. 
| were not—as the study implies— |The organization now has a record 


well advertised in other media...” | 


membership of 83 agencies. 


The Omaha World 


Sells Norfolk, Nebraska 
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Repplier Calls for 
‘Idea Warfare’ at 
50th ABP Meeting 


New York, March 2—“The Sov- 
iets are out-spending us on prop- 
aganda as much as 30 to 1. 

“If we hope to turn back creep- 
ing communism, we must have the 
wit and the patience to fight a 30- 
year war of ideas. 

“The job of conducting idea 
warfare cannot be left wholly to 
government; government simply 
cannot do it by itself. Private en- 
terprise must join up. There must 
be not one, but a thousand voices 
of America. And these voices must 
be raised in harmony.” 

These were some of the high- 
lights of a talk prepared by Theo- 
dore S. Repplier, president of the 
Advertising Council, for delivery 
at the annual eastern conference of 
the Associated Business Publica- 
tions. 


= “The business press in America,” 
Mr. Repplier said, “has today an 
unusual duty to help convey the 
facts. Business opinion often even- 
tually becomes public opinion, and 
as Abraham Lincoln said, ‘Without 
public opinion, nothing can suc- 
ceed; with it nothing can fail.’” 
Mr. Repplier pointed out that in 
cooperation with the U.S. Intorma- 
tion Agency, a committee of busi- 
ness men called the Industrial 
Council for International Under- 
standing has been formed under 
the chairmanship of Sigurd Lar- 
mon, president of Young & Rubi- 
cam. 

“Soon,” Mr. Repplier said, “this 
council will have specific sugges- 


jtions on how companies doing 
overseas business can help, and I 
/urge you to watch this develop- 
ment, and to encourage American 
industry to throw its weight into 
the idea war.” 


® Donald McAllister, general man- 
ager of Geyer-McAllister Publica- 
tions, and chairman of ABP, pre- 
sented a scroll to Stuart Peabody, 
assistant vp of Borden Co. and 
chairman of the Advertising Coun- 
cil, for the public service activities 
of the council. 

The meeting marked the 50th 
anniversary of the business paper 
association, which was organized in 
1906 as the Federation of Trade 
Press Assns. 

William K. Beard Jr., ABP pres- 
ident, announced distribution of 
the association’s 50th anniversary 
booklet titled “Adventure in Co- 
operative Progress.” It traces the 
history of ABP from its founding 
and tells of its efforts to upgrade 
publishing standards; of the fight 
for verified circulations and the 
subsequent organization of the 
Audit Bureau of Circulations; of 
the group’s activities in depression 
and war, and, finally, the story of 
ABP’s growth during the past six 
years. The book is printed in three 
colors and contains 36 pages plus 
a chrome-stock cover. 


Golding Heads Mexico Office 
William Golding, an internation- 
al account executive with Ziv Tele- 
vision Programs since last Novem- 
ber, has been named head of the 
film company’s Mexico City office. 
Ziv International’s sales headquar- 
ters in Mexico have been moved to 
Television Centro in Mexico City. 


We will buy 
your agency! 
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Just 1 of the 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2-billion dollar market... contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 
ment of The World-Herald. 


Omaha 
World-Herald 


251,549 Daily 262,462 Sunday 
Publisher's Statement for September 30, 1955 
O’Mara & Ormsbee, National Representatives 
New York © Chicago * Detroit * Los Angeles * San Francisco 


a 


If you are an advertising agency principal who wishes 
to retire in the next few years . . . if you are handi- 
capped by lack of working capital ... if you are finding 
it hard to meet competition because of limited plan- 
ning, production or art facilities—it may pay you to 
talk with us. 

We are a well known, medium-size midwest agency, 
famous for the quality of our work. We have an in- 
tense desire and definite need to expand—immediately. 


Therefore, we want to buy one or more going agencies 
that can give us additional billings quick. Any legit- 
imate proposition will be given careful considera- 
tion. However, it must offer 100% control without 
“strings” of any sort. Our company is owned in en- 
tirety by an individual who is not interested in com- 
plicated financial setups or partnerships. 


Please write us in complete confidence, giving full 
details. 
Box 846 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
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Smart admen know: 


In Chicago 
lt Takes 2 


rs 


Leo Burnett, Chairman, Fairfax M. Cone, President, 


Leo Burnett Co., Inc. Foote, Cone & Belding 


—and one of the 2 it takes salutes 
the 2 Chicagoans honored with the 
Advertising Award for 1955 


CONGRATULATIONS 


from the 


CHICAGO SUN-TIMES 


The NEWSpaper of the NEW Chicago 
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Emotion Content of 
Ads Is What Sells, 


Martineau Declares 


PHILADELPHIA, Feb. 28—Too 
many American businesses are 
spoiling the chances of their own 
advertising by meddling with the 
contents. 

This warning was sounded here 
last week by Pierre Martineau, di- 
rector of research for the Chicago 
Tribune, at the first of a series of 
meetings held by the Philadelphia 
council of the American Assn. of 
Advertising Agencies. 

“Non-creative people are mak- 
ing their voices felt in a process 
about which they know nothing,” 
Mr. Martineau declared. 

The board of directors of a lead- 
ing petroleum company, he said, 
now insists not only on approving 
appropriations, but on approving 
the content of ads, “because adver- 
tising costs more and more.” Agen- 
cies now are faced, he said, with 
the “spectacle” of production men, 


financial men, operators and sales-| product advantages which, in ef-| 
men “passing judgment on a cre-| fect, are non-existent.” 
ative process about which they! Believability comes from feeling 
know utterly nothing.” and “affectivity,” not from logical 
Mr. Martineau insisted that, con-| argument concerning product su- 
trary to the belief of some busi-| perlatives, and the “affectivity” 
nesses, a prospect is convinced by | content of advertising creates con- 
feeling rather than logic—by emo-| viction, he pointed out. 
tion rather than reason. The feel-| “We believe what we want to be- 
ing comes first and then the pros-/| lieve, and unless our feelings are 
pect looks around for a logic in the | involved, nothing is going to hap- 
situation, to justify his feeling. | pen—regardless of stated product 
|claims,” he added. 
s “The most important task ad-| 
vertising has today is to create al Vicara Series to Run in ‘Life 
product image and psychological; Vicara brand zein (a corn-de- 
overtones,” he said. “Working|rived protein) fiber, produced by 
within the potentials of the various | Virginia~Carolina Chemical Corp., 
media, the advertiser has to en-| Richmond, Va., will be featured in 
dow the product with subjective|a series of 13 full-color pages in | 
desirabilities which are the root! Life, starting with the March 12) 
cause of buying choice and brand issue. Men’s, women’s and chil-| 
loyalty. |dren’s apparel made of Vicara 
“The consumer has an infinitely | blends will be illustrated under the 
greater range of motive areas than! theme, “The luxury in the blend 
just the economic,” Mr. Martineau | is Vicara.” Supporting ads are now 
said. “Particularly is it true today| being scheduled in fashion and 
that the consumer wants a great/trade publications. Albert Sidney 
deal more out of life than a mere| Noble Advertising, New York, is 


’ 


recitation of technical benefits and| the agency. 


Advertising Age, March 5, 1956 


‘Hitchcock Builds 
Suspense for His 
Commercials, Tou 


(Contined from Page 3) 
is how Mr. Hitchcock led into the 
first commercial. 

After pointing out that there was 
no such thing as a “perfect murder 
.... especially if you don’t have a 
good lawyer,” he said: 


® “According to statistics, a mur- 

der will be committed during the 

&—---—--—---. next 60 seconds—as well as four 

. .._| armed robberies, 33 tt t 

TRADE DEBUT—Varazini, a new line| ony \« cane, ie oat Bry ~ 

of “Italio-inspired” wrought iron| 4 television commercial. If you 
furniture, was introduced March’ doubt me, watch.” 

1 by this full page ad, the first of} And then there was the night he 

a series to run in Interiors and came on for the second commercial 


Interior Design. Galbraith-Hoff-| im 4 flurry of revolver fire: 


. “There they go again! A wild, 
man, New York, is the agency. unruly lot, those actors,” he said. 


“For more predictable entertain- 


Selling the things 


that money can’t buy 


Self-reliance. Initiative. The joy of 


accomplishment. These are values no assembly 
line can produce. Values precious today as 
ever, but harder to come by in a mechanical world. 


One place they may still be found: in the 


home warmed with the pleasure of 


doing—of creating beauty for one’s self. 


This is the provocative selling message of an 
industry leader. Steinway & Sons, our client of over 


half a century, delivers it in advertising 


unique in tone as the honored instrument it identifies. 


Happily, dealers report this thoughtful theme 


is striking the right note with parents, 


teachers and children all over the country. 


N.W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


ment, I recommend the following 


| After the Young & Rubicam- 
| produced commercial, he was back 
| with: 

“For those of you who failed to 
| grasp the point of that message, it 
| was prepared by my sponsor, who 
wishes you to buy his product. I 
don’t think that’s an unreasonable 
request to make. Next week my be- 
loved sponsor and I and all of our 
actors who are not on the critical 
list will be back to bring you anoth- 
/er story—.” 


® Another night he used this ruse 
to lead viewers by the hand: 

“Oh, dear. I see the actors won't 
be ready for another 60 seconds. 
However, thanks to our sponsor’s 
remarkable foresight, we have a 
message that will fit in here nice- 
ly.” 

After the end of a hair-raising 
play about revenge, he eased into 
the second spot with: 

“You see, crime does not pay. 
Not even on television. You must 
have a sponsor. Here is ours, after 
which I'll return.” 

Came the commercial and then 
this reaction: “That was beautiful- 
ly put. In fact, after hearing that, 
| there is nothing more I wish to 
add.” 

One night the show started with 
Mr. Hitchcock philosophizing on 
'the importance of time in tele- 
| vision: 

“We buy it. We fill it—and oc- 
casionally kill it. I refer, of course, 
to my own fumbling efforts. Cer- 
tainly not to the vital announce- 
ment which follows.” 


as 


® The “time” thread was picked 
up again as a lead-in for the sec- 
ond commercial: 

“I’m sure you have been aware 
of the occasional sly remarks I 
have directed at television com- 
mercials. In the interest of fair 
play, I will step aside for a 
moment to give my sponsor equal 
time to reply. Ladies and gentle- 
men, my worthy opponent—.” 

Following the sell, he came back 
with: “His case is not without 
some merit, I grant you. I shall 
present my rebuttal next week at 
this same time. So as not to miss it, 
I suggest you set your alarm clocks 
at once.” 


Kuswa to Morrison-Greene 

Webster Kuswa has joined Mor- 
rison-Greene-Seymour, Milwaukee 
agency, as exec vp in charge of 
creative copy. Mr. Kuswa former- 
ly was a vp and account execu- 
tive of Paulson-Gerlach & Asso- 
ciates. 


Morlove Names Stier Ad Head 

Walter Stier, producer-director 
of tv films for National Screen, 
has been appointed director of 
advertising and publicity of Mor- 
love Inc., New York, blouse man- 
ufacturer. 
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What keeps the Post 


Ml NEWSSTAND SALES 


— 


No.1 on the newsstand ? 


Feature stories or articles of extraordinary public interest 
can boost a magazine’s circulation at the newsstand. Good 
examples are Arthur Godfrey’s own story in the Post— 
and General Ridgway’s outspoken series that made head- 
lines a few weeks ago. 

But that’s not 52 issues by a long shot. What keeps Post 
sales up, week in, week out? Simply this: in every issue 
you'll find a breadth and depth of great reading that are 
unmatched (at least 4 short stories, 8 articles, 2 serials). 
This is one reason why people spend more time with the 
Post than with any other general weekly . .. why each issue 
is read and reread ...and why acopy stays in the home for yale Mm &e a 
4 weeks or more. America reads the Post. It gets to the er. POST «LIFE = LOOK COLLIER’S 
heart of America. , oe 


Te 


MICHIE’ AsHmURN — 
ope in me 


“You haven't lived till you’ve 
tasted fried bees and newt stew” <4 Spans 


“i {am SIUM 8 DES Sai 
DORMAN C. INGRAHAM, V. P. and Account Executive, Erwin, wens 


Wasey & Co., Inc., N. Y., previews “My Adventures in Eating” from 
this week’s Saturday Evening Post. 


“Ragout of elephant’s trunk is deli- 


cious. So are sauteed silkworms, sea 
slugs and raw sea urchins—or so this 
guy says. He ought to know—he’s 
eaten them all and loved them. I’m 
not so sure my stomach would go the 
full distance . . . but I agree with 


Alsop that you'll miss half the excite- 
ment of foreign travel if you insist on 
ordering steak everywhere you go!” 
In all, 9 articles, 4 short stories, 2 serials 


and many special features in the March 
10 issue of The Saturday Evening Post. 
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Ralston Premium 
War Marches on— 
Sans Antagonists 


(Continued from Page 1) 
NARGUS Bulletin, April 5. “No 
more cereal premiums,” says the 
headline. “Ralston emancipates the 
market from litter, twitter, clutter, 
clatter, pilfer and piffle.” 

Then comes an illustration of 
premium panels on competitive 
cereal packages (brand names 
omitted), and of the premium- 
innocent Rice Chex panel. And 
then this “Declaration”: 


“The American grocer has suf- 
fered a long train of abuses and 
usurpations. 

“He has endured cereal premi- 
ums for years. 

“They have cluttered his shelves, 
littered his displays, staggered his 
stacks. 

“He has been menaced by rock- 
et guns, space ships, dinosaurs and 
derringers. He has had his stock 
rifled by premium pilferers. He 
has had his mind muddled by 
deals, dickers and dimestore dona- 
tions. 

“Moreover:—The equally suf- 
fering mothers of America have 
similarly endured guns, gimmicks, 
gadgets and geegaws to distraction 
and destruction. 

“Now therefore: —Since the Ral- 
ston Purina Co. hoids these truths 
to be self-evident, they do sol- 
emnly publish and declare—No 
cereal premiums—only delicious 
cereal from the top to the bottom 
of every package of Whieat Chex, 
Rice Chex, Instant Ralston and 
Regular Ralston.” 


@ This is not all; in fact it’s only 
the beginning. Next comes a sec- 
tion on how “Mothers Cheer No- 
Premium Packages.” 

“I almost had a heart attack 
when I saw your no-premium,” 
one housewife tells Ralston. “Bless 
you!” says another. 

Then comes a notice about tv 
commercials scheduled to publicize 
the no-premium policy. “Watch 
them—and rejoice in the Ralston 
Revolution!” exhorts the ad. 

Finally, there’s a “sales com- 
munique” on big gains made by 
Ralston “in the past 15 months” 
(Guild, Bascom took over Ralston 
cereal advertising about that long 
ago). 

Following this initial trade ad, 
there will be other similar ones 
extending into August, according 
to Ernest J. Hodges, GB&B account 
executive. The media list includes 
Chain Store Age, NARGUS Bulle- 
tin, Progressive Grocer, Supermar- 
ket Merchandising and Supermar- 
ket News. 


® Meanwhile, the St. Louis mill- 
ing company’s declaration of war 
on premiums was drawing nothing 
but a barrage of “no comments” 
from competing cereal marketers. 

Essentially the trade ad de- 
scribed above follows the philos- 
ophy outlined to AA last week by 
Mr. Hodges—except that he went 
into more detail. Mr. Hodges 
charged that premiums force par- 
ents to buy cereals without regard 
for “product merit,” that “no one 
likes them, except maybe the 
kids,” that they are “an expensive 
addition to merchandising” and 
that they create problems such as 
“packages ripped open in the store 
by kids trying to get some kind of 
a gimmick or toy that often falls 
apart as scon as they get it home.” 

These charges drew no fire from 
the competition, however. One 
cereal marketer preceded his “no 
comment” by characterizing the 
Ralston attack as “an intramural 
thing.” 

Another estimated that Ralston 


Eckhouse 


Tannenbaum Fitzgerald 


SIGNING ON THE DOTTED LINE—Shown at the signing of a contract 
between Gimbel Bros. department store and National Broadcasting 
Co. for five-minute segments, five days a week on the Pegeen 
Fitzgerald show on WRCA-TV are Hamilton Shea, NBC; Miss Fitz- 
gerald; Monroe Greenthal, president of Monroe Greenthal Co., 
which handles Gimbel’s radio and tv advertising, and Lou Tannen- 


baum, sales promotion director, 


and Joseph Eckhouse, exec vp, 


Gimbel Bros. 


does less than 2% of the U. S. 
breakfast cereal business. 
And that was all. 


POST OFFERS NEW 
CEREAL PREMIUM 

BatTLeE CREEK, March 1—The 
Post cereals division of General 
Foods Corp. will launch a national 
premium offer March 26 featuring 
a plastic toy with its Post Toasties 
and Sugar Crisp. 

The premium—an adaptation of 
the currently popular retail toy, 
Blow-a-Plane—is a plastic jet- 
type plane, propelled by blowing 
it off a launching tube. 

Supplied in four assorted colors, 
the pack-in premium is a scale 
model of the toy. The mail-in 


offer consists of two planes and) 


launching tubes of the same size 
and design as those in sets retail- 
ing for $1. It will be offered for 
25¢ and one box top from either of 
the two cereals. 

A series of ten commercials will 


CBS Shifts Make 
Sponsors Switch 
Shows- or Else 


New York, March 2—How can 
a sponsor hold onto a good tv time 
spot, when the networks start 
mending their schedules, without 
buying a new program—of the net- 
work’s choice? 

This is what advertisers and 
| agencies were pondering this week 
jas CBS Television began setting 
the stage for its 1956 program 
shakeup. 
| Last spring advertisers occupy- 
ing the 7:30 to 8 p.m., EST, Mon- 
day through Friday period faced 
the dilemma. This year several 
longtime holders of Thursday night 
periods were the first to be con- 
fronted by the problem. There 


be used on GF’s television shows, | have been reports that the network 
“Roy Rogers,” “Fury” and “Mighty | revision crew also has plans for a 
Mouse.” Extensive point of sale Friday night face-lifting, but 
material will be used, and color-| nothing definite has developed yet. 
ful overwraps on the cereal boxes, About six weeks ago, CBS-TV 
will feature the premium on both |jnformed General Foods, Bristol- 


Advertising Age, March 5, 1956 


Basford Agency 
Gives 2nd Annual 
Report to Press 


New York, Feb. 28—G. M. Bas- 
ford Co., which last year billed 
| $11,056,000, up 10% over 1954, 
'made its second annual report of 
progress to the press here today. 

Fred Adams, president, in re- 
viewing the agency's progress, 
pointed out that profits over the 
past few years have not risen at 
the same rate as 
billings because 
of steadily in- 
creasing costs in 
/agency services | 
|now offered cli- |. 


Senate Bill Aims 
to Align Campaign 
Costs with TV's 


Bi-Partisan Group Also 
Asks Tax Deductibility 
for $100 Contributions 


WASHINGTON, March 1—A bi- 
partisan group of 25 senators, 
headed by the Democratic and Re- 
publican Senate leadership, will 
press for action this year on legis- 
lation bringing political campaign 
expenditure ceilings into line with | ome. However, 
the cost of tv time. he did not dis- 

Under the bill (S. 3308) total | “lose any net fig- 
spending by national committees . 
would be under a formula which| ,.."he agency in 
will allow each party about $12,- hi he : a 
000,000 this year, compared with | ug: A its pub- 
$3,000,000 allowable under existing| Ut Telations acti- 
law. Correspondingly, expenditures | V'#s,. Mr. Adams said. It is vay 
in Senate campaigns would in-|5°TV<né 20 of its 67 accounts in 
crease from a maximum of $25,- | public ne apg -—. — a 
|four accounts in . Mr. ams 
000 to $75,000 and House cam-| gave credit to John Sasso, vp of 


paigns from $5,000 to $15,000. ‘the department, for developing 


Senators also have agreed on | 
G.M. Basford 


section designed to stimulate more 

free time on tv for Presidential | 

candidates by relieving networks | 
of existing obligations to give equal ADVERTISING VOLUME 
time to all candidates. | BY MILLIONS OF DOLLARS 

= Under the proposed aad 0.1 
equal time would be required only 

in the case of major parties. This | 

is accomplished by 


confining | 
“equal time” to parties which car-| 
ried 4% of the vote in the preced- 
ing election or offered petitions 
with signatures totaling 1% of the 
vote in the preceding election. 

The bill also seeks to stimulate 
“small” political contributions by 
making gifts up to $100 a deduct- 
ible item in personal income tax 
returns. 


Pittsburgh Show 
Manager Offers 15% 


1950 1951 1952 1953 1954 1955 

this activity of the agency, and 
also noted that there is an increas- 
|ing awareness on the part of most 
|large companies of the growing 
‘importance of public relations to 


Agency Commission Supplement product and institu- 


PrrtsBurGH, March 1—Richard tional advertising. 
Rimbach Associates told AA today 


that advertising agencies are show- | ® Basford has also intensified its 
| work in marketing and in reader- 


the front and back panels. 
Benton & Bowles is the agency. 


Direct Mail Ad 
Spending Neared 
$1.5 Billion in ‘55 


New York, Feb. 28—Direct mail 
advertising in the U.S. in 1955 is 
estimated at $1,485,262,000 by the 
Direct Mail Advertising Assn. 

This is a 7.3% increase over the 
association’s estimate of $1,374,- 
883,000 in 1954. 

Breakdown of the estimate by 
months during 1955 was as follows: 


$111,601,000 
$106,491,000 
$123,986,000 
$118,117,000 
$109,367,000 
$110,346,000 
$105,433,000 
$111,017,000 
$127,775,000 
$131,425,000 
$138,445,000 
$191,259,000 


January 
February 


Batt Joins Bakers Assn. 

Leo T. Batt has joined the pub- 
lic relations staff of the Bakers 
of America Program, Chicago, 


|Myers, Singer Sewing Machine 
|Co. and American Home Products 
|Co. that a new 90-minute dramatic 
special, “Playhouse 90,” would oc- 
cupy the Thursday 9:30 to 11 p.m., 
EST, period starting in late Sep- 
tember. They were told that clients 
occupying the period would have 
first call on the program. 


# General Foods, which already 
was planning to cancel the disap- 
pointing “Johnny Carson Show” 
(10 p.m.), decided to give up the 
time as well, at the end of this 
'month, since it seemed futile to 
hold onto a franchise the company 
didn’t have anyway—as a Young & 
| Rubicam executive put it. 

(Incidentally, three of the four 
advertisers involved are Y&R 
clients.) 

Bristol-Myers, co-sponsor with 
Singer of the “Four-Star Play- 
house” at 9:30, informed CBS that 
the company had a_ successful 
show in the spot already and 
would like to keep it if there was 
any choice in the matter. 

When it turned out there was to 
be no choice, Bristol-Myers signed 
for an alternate week half-hour 
participation on the new CBS- 
owned drama starting in the fall. 


American Home Products, whose 


ing “increased interest” in its re- 
cently announced plan to allow 
15% commission on all exhibit 


The Rimbach organization, 
which manages the annual In- 
ternational Automation Exposi- 
tions, will stage the third exposi- 
tion Nov. 26-30 in the Trade Show 
Bldg., New York, at which time 
its 15% commission officially will 
go into effect. 


= The commission idea, Mr. Rim- 
bach said, stemmed from experi- 
ence with another innovation—the 
“package” offered exhibitors at the 
forthcoming third International 
Automation Exposition. Services 
included in the package price for 
exhibit space are furniture, crate 
handling, telephone, etc., plus 
space in the “Automation Hand- 
book” given to each registrant at 
the show. 

“Participation in an exposition 
is merely another method of sales 
promotion,” he said. “Expositions, 
trade shows and exhibits are 
properly advertising and public 
relations media. They should be 
considered in the broad picture 
with publications, radio, television 
and outdoor posters.” 

Pages in “Automation Hand- 
book” are made available roughly 
in the proportion of one for each 


space. 


\ship studies of advertisements in 
'the business press, Mr. Adams said. 
He also noted that the agency’s 
‘Cleveland office increased its bill- 
ings substantially during °55 in 


Basford Clients 
by SIZE OF ACCOUNT 


NUMBER IN 
SPECIFIED 
SIZE GROUPS 


21 


13 


LESS #50000 #00000 1200000 #00000 OVER 
aan 10 10 10 0 ’ 
#50000 #100000 #200000 #500000 +IMELION MILLION 


both advertising and publicity un- 
|der Robert Welborn, vp in charge. 
|The Cleveland office, Mr. Adams 
|estimated, does about 30% of the 
agency’s total billing. 

The Basford Co. is now owned 
by 42 of its 145 employes, Mr. 
|Adams said. 


promotional division of the Amer- | “Quiz Kids” show fills the 10:30 
ican Bakers Assn. Formerly with spot, will not be a sponsor of 
the Chicago Sun-Times, the As- | “Playhouse 90” and has cancelled 
sociated Press and the Los Angeles the “Kids” as of April 12. The 


Mirror, Mr. Batt succeeds Robert | company doesn’t seem particularly 
Zimmerman, who resigned to head | concerned over the situation; it 
the public relations department of | didn’t consider this a very good 


Calkins & Holden, Chicago. ‘time spot anyway. 


booth. They are not ads, but rather | Agency officers attending the 
illustrated technical descriptions press luncheon in addition to 
of the exhibits. While the material Messrs. Adams and Sasso were 
is submitted by the exhibitor, it);Henry C. Silldorff, board chair- 
is edited by Rimbach experts as-|man; William Green, vp and treas- 
sociated with the Instruments Pub-|urer; Michael Turner, vp, and John 


| lishing Co. De Wolf, vp in charge of research. 
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/ 70 you KNOW 


that this is 


NATIONAL SMILE WEEK. 


and also 
NATIONAL TELEVISION 
SERVICEMEN'S WEEK ? 


| 


Advertising Age, March 5, 1956 


Advertisers Yell ‘Uncle’; Business Papers 


... but EVERY DAY is an 


OIL MARKETING DAY 


And every day, decision-making buyers look to the 
mid-May NPN FACTBOOK for valuable marketing 
data in the $12,000,000,000 petroleum and TBA mar- 
keting field. Make sure they'll see your story in the 
1956 FACTBOOK*, and in every other issue too! 


*Closing Date, April 16. 


National 
Petroleum 


New York, Feb. 28—The once- 
common complaint of business pa- 
per advertisers in many fields was: 
lack of inquiries. Now the hotel, | 
restaurants and commercial gas | 
equipment division of the Gas Ap- | 
pliance Manufacturers Assn. has a| 
new kind of protest. Some of the 
papers serving its markets now are | 
producing too many inquiries. 

The chief criticism was directed | 
at the device of the postage-paid | 
inquiry card on which the reader | 
can indicate interest in several ad- | 
vertisers simply by checking ap- 
propriate key numbers. 

A letter expressing the sense of | 
the meeting, at which 35 manufac- 
turers were represented, was sent 
last week by Harold Massey, man- 


‘Succeed Too Well in Stimulating Inquiries 


desired.” The manufacturers felt 
that they would prefer “fewer in- 
quiries, each of higher quality,” 
the letter said. 

The device of the inquiry card, 
which produces a number of in- 
quiries with minimum effort on 
the part of the reader, was singled 
out for objection. 


= Said the letter on this point: 
“Our manufacturers hold the 
opinion that this over-simplifies 
the inquiry procedure for the 
reader and thus stimulates the 
very casual, rather than the se- 
rious, requests for product infor- 
mation. 

“Opinion at the meeting empha- 


|sized that the distribution of these 


aging director of the association, |casual inquiries to the dealer seg- 
to 39 business papers. The letter | ment of the industry, with the re- 
indicated that while the manufac- | sulting low sales ratio, had the ef- 
turers realize that inquiries can |fect of dampening the interest of 
be extremely valuable, “too many |dealers for all magazine inquiries. 
of these inquiries left much to be| “Instances were cited in which 


‘dealers no longer follow up any 
,inquiries sent to them by their 
| manufacturing sources. Several 


members of our division expressed 
Traveling thousands of miles every year 


News 


the McGraw-Hill Magazine of OIL MARKETING 
@D @ Estodlished 1909. Published monthly 


the opinion that the time and ex- 
pense involved in following up 
casual magazine inquiries is having 
a depressing effect on their maga- 
zine space buying.” 
Publishers of several leading 
papers in the fields involved have 
already indicated, as a result of 
‘the views expressed at the meet- 
ing, the intention of modifying 
|their inquiry-card page considera- 
| bly, so that it will not be possible 
_for the reader to indicate an inter- 
lest in any advertiser’s message 
without having consulted the ad- 
vertisement in that issue. 


Standard Rate Replies to 
Verified Audit Charges 

| Standard Rate & Data Service, 
Evanston, Ill., has replied to 
charges by Verified Audit Circula- 
tion Co., Los Angeles, that SRDS 
threatens the latter company’s ex~- 
istence by refusing to print its 
symbol in publications reports 
| (AA, Feb. 13). In a letter to John 
B. Knight, VAC president, C. 
Laury Botthof, president of Stand- 
ard Rate, said that Verified Audit 
has not met the requirements of 
established SRDS policy under 
which all listed auditing companies 
qualify. 

These requirements include pro- 
vision for a “rotating tripartite 
board” which is composed of rep- 
resentatives from member publica- 
tions, national advertisers and 
advertising agencies, and which 
will have “sole responsibility” for 
governing the auditing company’s 
practices, Mr. Botthof pointed out. 


Van Munching Names A.M.; 
Expands Magazine Ads 
James H. Frankenberry, former- 
ly advertising manager of the V& 
C-Lecoultre division of Longines- 
Wittnauer Watch Co., has joined 
Van Munching & Co., New York, 
importer of Heineken’s Holland 
|beer, Whitbread English pale ale 
‘and Mackeson London stout, as ad- 
vertising and sales promotion man- 
‘ager. Mr. Frankenberry was ad- 
| vertising manager of Gambarelli & 
‘ a vee Davitto from 1933 to 1945. 
426,083 subscriber families in the Southwest Van Munching is currently ex- 
|panding its national advertising 
(Texas—243,625 eee Oklahoma—1 17,733) fe Esquire, Holiday, Newsweek, 


The Farmer-Stockman 


|Sports Illustrated, and The New 
OKLAHOMA CITY @ DALLAS 


Katharine Randall, Farmer-Stockman Woman's 


Editor in Oklahoma . . . and Mary Myles Smith, 


Farmer-Stockman Woman's Editor in Texas . 
visit farm homes, rural clubs, county and state fairs, 


and take part in scores of other farm activity. 


Result? The Farmer-Stockman Woman's Section 
has become the “news center” for women of the 
Southwest. It’s “FIRST” when they're looking for 


homemaking ideas . . . and it’s “FIRST” when they 


look for buying ideas, too! 


If your product sells to women—schedule your 
advertising in The Farmer-Stockman Woman's Sec- 


tion . .. the “shopping center” of the rural South- 


west. There’s tremendous selling power in this 


FARMER-STOCKMAN “FIRST”! 


‘Yorker. Radio spots will also be 
stepped up in key markets. Peck 
|Advertising Agency handles the 


account. 


O'Neil to Gibney & Barreca 

William J. O’Neil, formerly with 
W. H. S. Lloyd Co., wallpaper 
wholesaler, has joined Gibney & 
Barreca, Springfield, Mass., as an 
account executive. Gibney & Bar- 
reca recently was appointed to 
|handle advertising for Parsons 
Paper Co. 


The Farmer-Stockman is owned and operated by THE OKLAHOMA PUBLISHING CO. 
The Daily Oklahoman—Oklahoma City Times—WKY Radio—WKY-TV—WSFA-TV 
Represented by KATZ Agency 
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Merchandising 
Activities of Media 


| 


WBT & WBTV Boost Four 


J. Robert Covington, in 


vp 


Jefferson Broadcasting Co., Char- 


Aldens Releases Sale Book 


Aldens Inc., Chicago, has released 


‘charge of sales and promotions of | its spring and summer sale book, 
| which offers 164 pages of sale and 


Are Hit by Purcell |lotte, N.C., operator of WBT radio | special merchandise. Included are 


PHILADELPHIA, Feb. 28—A 15- 
point program to bring mer- 
chandising by media and the 
marketing programs of adver- 
users using those media into 
harmony was offered last week 
by Lyle J. Purcell, vp of mar- 
keting, Batten, Barton, Dur- 
stine & Osborn, New York. He 
spoke before an American Mar- 
keting Assn. chapter meeting at 
the Poor Richard Club. 

Placing most of the blame 
for lack of coordination on 
media management, the speaker 
urged media which offer mer- 
chandising programs to test 
plans before offering them as 
an added service. 

He also urged media to make 
continuing investments in their 
programs if these programs 
are to “be worth while from the 
viewpoint of the manufacturer- 
advertiser.” 

Too often, Mr. Purcell de- 
clared, “fuzzy-faced youngsters 
in their early 20s” show up 
when an advertiser sends out a 
cal] for media merchandising 
assistance. The importance of 
investing in good contact men 
cannot be over-emphasized, the 
speaker said. 


= More creative thinking also 
should be injected into mer- 
chandising programs so that 
they are demonstrably effective 
and “not something that serves 
as a smoke-screen for a lack of 
effectiveness.” 

He urged that media improve 
their present merchandising 
programs. Merchandising, he 
said, can be a dignified and 
worth while adjunct used by ad- 
vertising media. Merchandising 
assistance should be offered on 
the basis of conviction, not 
merely to keep up with compe- 
tition, he declared, and added 
that sound marketing principles 
should be the basis of a good 
program. 

Mr. Purcell also urged media 
to make sure their merchandis- 
ing practices live up to or ex- 
ceed conversational promises. 


Don’t promise that a program | 
can be devised to be equally ef- 
fective for all types of prod-| 
ucts, he said. 

He advised each medium to 
select the area in which it can 
be most effective and then con- 
centrate on it, adding that me- 
dia should offer advertisers 
“facts, not fantasy,” with a re- 
sult story that is factual, not 
“nebulous.” 


@ The speaker also criticized 
media for not presenting their 
merchandising programs prop- 
erly and intelligently to manu- 
facturers and agencies. 

Integration of media mer- 
chandising with all other sales 
activities of specific advertisers 
and their products also was one 
of Mr. Purcell’s 15 points. 

In addition, he suggested that 
result stories must differentiate 
between exposure to the pro- 
gram and actual effective re- 
sults. 

“If these things are done 
honestly and intelligently,” he 
concluded, “you will have me- 
dia merchandising and market- 
ing getting out of the crazy) 
mixed-up mess they now find 
themselves in.” 


Tibbals Joins Four Star 

Walter A. Tibbals has re- 
signed as a radio-tvy vp of, 
Batten, Barton, Durstine & Os- 
born to become vp of Four 
Star Films in Hollywood. He 
has been with the agency 13 
years, 


and WBTV, has been named vp) 
and managing director of WBT. 
Kenneth I. Tredwell Jr., vp in 
charge of programs and public re- 
lations, has been named vp and 
managing director of WBTV. Vir- 
gil V. Evans Jr., formerly radio 
sales manager, has been named as- 
sistant manager in charge of sales | 
for WBT, and Wallace J. Jorgen- 
sen, formerly tv sales manager, has 
been named assistant manager in 
charge of sales for WBTV. 


Kopeland Gets Mark Hi Signs 
Kopeland Associates, Silver 
Spring, Md., has been appointed to | 
handle advertising and publicity 
for Mark Hi signs. Mark Hi signs 
are new roadway spectaculars de- 
signed by J. V. McCullough & As- 
sociates, Washington. The sign of- 
fers outdoor advertisers 8,000 
square feet of advertising area. 


such prices as a General Electric 
21-inch console tv cut to $199.95 
from the 
Clothing is included in the cat- 
|alog as well as some items of home 
furnishings. An Aldens “first” are | 
replacement seats and backs for | 
Douglas 
standard chairs. 


list price of $249.95. 


kitchen dinettes and 


Art & Ad Agencies Merge 


Industrial Art Service and In- 


dustrial Advertising Agency have 
merged and will be known as In- 
dustrial A & A Inc., with offices at 
189 Main St., Hempstead, N.Y. 


| Scott Joins Watt Publishing 


Ralston Purina Co., St. Louis, has | 
|joined Watt Publishing Co., Mount | 
Morris, IIl., as sales representative | 
|in Ohio, Michigan and Indiana. 


11 


Lima News Sold to Freedom Freedom was scheduled to take 
Lima News Publishing Co., Lima, | over operation of the Lima after- 
O., has been sold to Freedom| noon and Sunday newspaper about 


Newspapers Inc., Santa Ana, Cal. | Feb. 28. 
Hanada he th BE aa ah a 


"WORTH SHOOTING FOR 


and Easy to hit, too!.... 
The Billion Dollar Siouxland Market 
46 rich Rs, 


centrally located, major 
city, Sioux City, and one 
dominant advertising med- 
ium, Sioux City’s News- 
papers. 


EFFECTIVE BUYING INCOME 


$1,117,429,000.00 


100,121 ABC CITY ZONE 
781,800 RETAIL TRADING ZONE 


Che Sioux City Journal 


JOURNAL-TRIBUNE 


NATIONAL REP JANN & KELLEY. INC 


Joe O'Bryan, 
nation's leading 
polled Hereford 
breeder, has largest 


polled Hereford herd. J 


“The Star Farmer 
gets to the man who 
is interested in im- 
proving his livestock 
and wants to raise 


better livestock 


increase the value 


to 


Says Weekly Star 
Farmer reaches 
more farm buyers 
than any other 
farm publication. 
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Reversing the Premium Trend? 


The most important news of 1956, from the standpoint of mer- 
chandisers in the food field, might well be the action taken by 
Ralston Purina Co., as reported in these columns last week. 

The news is that Ralston’s Rice Chex and Wheat Chex cereals 
have gone completely out of premium merchandising, after some 
20 years on the premium bandwagon, along with all the other cereal 
manufacturers. 

Ralston is not merely out of the boxtop-and-gimmick business, 
however. It is making a frontal attack on this type of merchandising, 
devoting the portions of its packages which used to be devoted to 
describing the premium merchandise to an actual attack on such 
merchandise. The packages herald the change with a bold headline, 
“Look Ma, No Premiums.” And they go on: 

“In this box you'll find no trading cards, space ships, fission guns. 
Nothing that rips, roars or rolls, goes sh-boom or even pttt...No 
Venetian poison rings, slave bracelets, car jacks or pictures of Yo- 
semite. 

“This box contains 6 ounces of crunchable, munchable Rice Chex 
...the cereal of 999 uses from Checkerboard Square. You eat ’em 
with sugar and milk or cream. Everybody in your family will like 
the people-lovin’ flavor of these bite size little biscuits of toasted 
rice (or wheat). 

“If you want gadgets instead of gastronomics, your local Five and 
Ten. will gladly help you. We take pride in bringing you the yum- 
miest ready-to-eat cereal you can buy. Why should you be bribed 
to eat it?” 

‘Whether the Ralston attempt will be successful is anybody’s guess. 
Personally, we will not celebrate its success for a while; this could 
be one of those merchandising moves that wins a great deal of fa- 
vorable comment from clubwomen, but somehow doesn’t pay off at 
the check-out counter. 

What has happened in the cereal business—and in some other 
businesses—is a tortured and distorted application of the premium 
business to merchandising. Premiums and novelties play an extreme- 
ly important role in merchandising when they are sensibly and rea- 
sonably used; when they are over-used or misused, they are like the 
ad that is all display, or the tv commercial that is all shout. Em- 
phasis disappears completely. 

That’s why we think the Ralston move may be important. We do 
not believe it will mark the disappearance of premiums from the 
marketing scene, and we wouldn’t want to see them disappear. But 
we believe a little more careful thought about their functions and 
uses and the most effective exploitation of premiums might be 
valuable. 


Men's Clothing Men in No Hurry 


It is amazing to see men like Willard Cole, president of the Lytton 
store in Chicago, working so hard to put together a promotional fund 
for men’s clothing and furnishings, and meeting with such lackadai- 
sical response from the people in that business. 

One gathers that the men’s clothing industry isn’t going to be 
“pushed” into anything so startling as a modest industry-wide pro- 
motion campaign. What if the industry has been losing out on share- 
of-market for years, and item after item of men’s wear suffers as 
U. S. males trend back toward cave-man attire? Is that any reason 
for getting excited? Is there anything new about it? 

It is a curious thing to note that while elegance in dress has al- 
ways been a symbol of a prosperous, high-level economy, the pres- 
ent American economy, with the highest material level the world 
has ever seen, has been accompanied by a surprising disregard for 
male attire. And we can’t help suspecting that part of the reason is 
the ability of lots of other people to out-promote the men’s wear 
field. But people in the field apparently don’t see it that way. 


—H. E. Helling Jr., Mathews Conveyor Co., Eliwood City, Pa. 


“Sorry to keep you waiting. My party just stepped out of the 
building.” 


What They're Saying 


You Would Be Original? 
Want to be original? Well, 
someone has said, “He is the most 


original who can adapt from the) 


greatest number of sources.” 

That’s true if anything ever was 
true. 

An artist is great in proportion 
to his clipping file. 

A good printer draws on past 
experience, others’ as well as his 
own. The completed job is orig- 
inal but the individual units com- 
prising it have been used before. 

A successful layout man gets 
that way because he takes a bit 
here and a bit there. The result is 
originality, made up, however, of 
many units. 

What appears strikingly original 
is really a combination of ideas 
from a great many sources. 

To prepare a good advertise- 
ment, collect a number of other 
advertisements and select the best 
portion of each. Gather a thought 
or phrase here and there. Pick out 
a border or initial that is especially 
good. Use the best color combina- 
tion you can find in the entire lot. 

Now, you have used nothing that 
is positively original with you— 
and yet the completed advertise- 
ment will be original. If you have 
adapted well, and selected the best 
portions, your advertisement will 
accomplish what you want it to. 

—The York Trade Compositor,”’ pub- 


lished by York Composition Co., York, 
Pa. 


Pay-TV Proponent's Letter 
Gets an Answer 

This letter is in response to your 
recent letter from E. F. McDonald 
Jr. of the Zenith Radio Corp., 
which was printed in The Wall 
Street Journal on Jan. 20. 

As a subscriber...and as the 
operator of a network-affiliated 
television station and two radio 
stations...I felt it mecessary to 
respond ...lest too many ...read- 
ers take it for gospel since you 
printed it. 

We of the broadcasting industry 
are filled with admiration for Mr. 
McDonald’s ability to have foisted 


ithe biggest personal and commer- 
\cial free publicity campaign off on 
\the collective publishers of the 
|U. S. in the history of communica- 
tions. For nearly 30 years this 
|prophet of doom has made an ex- 
|cellent business out of miserable 
prognostications .. . 

Suffice it to say that the situa- 
tion which Mr. McDonald views 
| with so much alarm couldn’t be so 
| terribly bad, when you consider 
| that in the short space of eight 
lyears better than 96% of the homes 
lof the U. S. have been brought 
‘within the reach of a usable tv 
signal and better than 70% of all 
| the homes... have equipped them- 
selves with a tv receiver. The serv- 
|ice being received by some 35,000,- 
|000 families couldn’t be so bad 
|when you consider that responsi- 
ble research by the Television 
Bureau of Advertising reveals that 
|the average tv family in the U. S. 
views its set a total of four hours 
jand 57 minutes per day. 
| Some of the four hours and 57 
minutes...includes programming 
by networks—with apologies to 
Mr. McDonald—of such caliber as 
to be beyond the wildest dreams 
of any proponent of subscription 
tv at five bucks a head. Take, for 
example, Monday night’s “Festival 
of Music,” on Producer’s Show- 
case; last week’s CBS production 
of “Blithe Spirit”; and, of course, 
the all-time classic “Peter Pan’’; 
and that unsurpassed performance 
of “Caine Mutiny”... 

Yes, as it was best said in an 
editorial by Motion Picture Daily, 
“Pay-TV is truly here now—for 
free!” 

Letter from Lawrence H. Rogers II, 


vp and general manager, WSAZ-TV, 
WSAZ, WGKV, Huntington, W.Va. 


A Major Asset 

We wouldn’t be so brash as to 
credit America’s high standard of 
living entirely to advertising, of 
course. But along with initiative, 
hard work and imagination it 
ranks as one of the nation’s major 


assets. 
—From a National Advertising Week 
editorial in the Albany Knickerbocker 
News. 


Advertising Age, March 5, 1956 


Rough Proofs 


In the same week, the FTC filed 
a complaint against Revion for 
discrimination in dealer allow- 
ances, and Nielsen reported that in 
the latest measurement period “I 
Love Lucy” had topped “The $64,- 
000 Question.” 
. 

Evidently impressed by the pop- 
ular slogan, “You can do it better 
with gas,” Chilton has purchased 
Butane-Propane News and Gas 
magazine from Jenkins Publica- 
tions. 

7 

“Ralston Purina drops all box- 
top premiums,” headlines the 
world’s greatest advertising jour- 
nal. 

The advertiser is hoping against 
hope that the parents instead of 
the kids will regain the power of 
choice in the cereal field. 

e 

“Let the buyer beware” is tak- 
ing on a new meaning since Sears 
won a judgment against a former 
purchasing agent for accepting 
kickbacks from suppliers. 

oe 

The American Institute of Man- 
agement doesn’t like corporate re- 
ports which are primarily pr jobs, 
but in these days of stockholder 
raids, harassed management is 
looking for all the help it can get. 

s 

Clients are people, insists Roy 
Durstine. 

If everybody agrees, why not 
establish a special “Be Kind to 
Clients” week? 

° 

“Fabulous New Orleans adds in- 
spiration to your creative genius,” 
says MPA-TV Film Productions. 

And of course every creator of a 
tv film commercial is entitled to 
rating as a genuine, A-1 genius. 

7 

A. C. Nielsen Co. has just about 
as much trouble keeping clients 
from spelling it “Neilsen” as the 
ABC does persuading media to add 
the final “s” to “Circulations.” 

* 

Anderson & Cairns says it has a 
group of writers who can generate 
“the dramatic expression that gal- 
vanizes radio-tv audiences to ac- 
tion.” 

What kind—turning the dial, 
rushing out to buy or going to the 
bathroom? 

The Kansas City Star says that 
people in its metropolitan area 
spend more per capita than those 
anywhere else. 

Well, the advent of the Athletics 
must at least have increased the 
consumption of Coke, ice cream 
bars, peanuts and popcorn. 

> 

Red Motley proves himself the 
soul of generosity by closing his 
pitch in an ad for Parade with “a 
salute to American Weekly, This 
Week and Family Weekly.” 


If Tom McCahill, Mechanix Il- 
lustrated’s automotive expert, con- 
tinues to use phrases such as “Ac- 
celerates like a homesick gazelle 
with a tail full of wasps” and 
“Smooth as an eel in a bucket of 
castor oil,” he is certain to be kid- 
napped by an advertising agency. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
national 
advertisers 
rank 


Philadelphia 
hewspapers ” 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 


First in TOTAL Advertising 


TOTAL NATIONAL ADVERTISING 


GENERAL * AUTOMOTIVE © FINANCIAL 


1955 


INQUIRER 
8,200,000 lines 


In 1955, The Inquirer published the largest volume of national 
advertising ever carried by any newspaper in the history of 
Philadelphia—8,200,000 lines . . . a gain of 800,000 lines over 
1954...a leadership of 700,000 lines over the 2nd newspaper. 


1955 marked the 6th consecutive year that national advertisers 
have made The Inquirer their first choice for sales in Delaware 


Valley, U.S.A. 


Bulletin 
7,500,000 lines 


Che Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Why do Chicago Catholics 
eat more 


catsup in March? 


? 


- 


2... there was a man and he was all befuddled. 
He couldn’t figure out why catsup sales in Chicago were way SS in November 


down 
way up 


and Se in March. The reason why he cared was because he made and sold 


Well, being a very sensible type, he immediately set out to find the 
answer. 5 So he racked his brain and dialed his phone and asked his friend Joe to 
come over. “Why . . . etc., etc., etc.?” asked he. Now it just so happened that 
Joe was a joe who worked for the Chicago Tribune — ees sold advertising space, that is, 


Joe knew his markets (from shelter to super), but catsup presented some new problems. 


So he asked the Tribune’s fact and figure fanciers (formally known as Manager of 


And he came back with their answers. 


catsup; and you’d care, too, if you did. bis 
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Almost everybody in Chicago uses catsup, but research proved that the 2,568,000 Catholics 
in metropolitan Chicago are by far the biggest catsup-consuming group. Therefore the 
Tribune catsup calculators concluded that sales go down in November because that’s 
when so much turkey is eaten (much of it without catsup). And sales go up in March because 
that’s the Lenten season when Catholics eat so much fish YS y/ ig and sea food. 
And, as most people agree, almost everything that swims tastes better swimming in catsup. 
These few ungarnished facts helped solve the catsup man’s quandary. And this 
story suggests how you might use the Chicago Tribune’s research to answer any 
questions you may have on the Chicago market. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 
your Chicago sales. It knows who your best customers are, where. they live and shop, 
why they buy. This valuable information is yours for the asking. 
Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued at 


$17.8 billion. And the best way to sell this market is through the Tribune. Does advertising in 


the Tribune pay? Just ask advertisers like Oscar Mayer, Frigidaire, ES 
Procter & Gamble, Delta C&S Airlines. 

People may praise the Tribune, fuss about it or blast it—but reading the 
Tribune in Chicago is just like speaking French in Paris. Almost everybody 
does it. Everybody feels its impact. Practically 7 out of 10 families in the Chicago 
metropolitan area read the Tribune—almost half of the families in 839 midwest towns 
read it. (And only 12% of metropolitan Chicago gets the largest national magazine—and less 
than 1 out of 9 tunes in on an average evening TV program.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember... If you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER \ . 
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New York « Detroit « Chicago « Los Angeles | 


RKO Tele-Radio Centralizes 
Ad, PR of Divisions 

Advertising and public relations 
activities of the movie (RKO Ra- 
dio Pictures) and broadcasting 
(General Teleradio) divisions of 
RKO Tele-Radio Pictures are ex- 
|pected to be centralized in New 
| York under a department headed 
| by Robert A. Schmid, General Tel- 
eradio vp, who will become a vp 
|of the parent company. 
| Foote, Cone & Belding’s West 
| Coast office now handles RKO Ra- 
‘dio, and D’Arcy Advertising Co. 
also has been doing some work for 
|the divisions. It is expected that 
| there will be a geographic shift, at 
| least, in the agency setup. 


— Down Certified Kosher 


Swans Down instant cake flour 
and Swans Down regular cake 
flour, made by General Foods 
Corp., have been added to the 
kosher food certification program 
of the Union of Orthodox Jewish 
Congregations of America. In ac- 
cepting the certification program, 
General Foods has joined with 125 
other companies in the food and 
related industries to provide Jew- 
ish consumers with 400 kosher 
| products. 


Vogue Pattern to Sterling 

Vogue Pattern Service, New 
| York, a division of Conde Nast, 
|Publications, has appointed Ster- 
ling Advertising, New York, to} 
|handle its advertising. Plans call 
'for the introduction of a new type 
pattern with the most extensive 
\borvice. W ever scheduled by the 
service. Women’s magazines, news- | 
papers and business publications | 
will be used. Vogue formerly! 
‘placed its advertising direct. 
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YOU MIGHT GO 239.5 MPH IN A SPEEDBOAT*— 
. 
BUT - « « YOU NEED WKZO RADIO | 
f | 
* &COUNTY PULSE REPORT TO SET RECORDS IN 
’ KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955 | 
' SHARE OF AUDIENCE MONDAY—FRIDAY KALAMAZOO-BATTLE CREEK 
| 6 am. 12 noon 6 p.m. 
$3 coon _|__° > _| _ ici AND GREATER WESTERN MICHIGAN! 
WwKZo 41% a 35% 
Station 3 18 1 1% 
Srotion C 10 2 NW WKZO—CBS Radio for Kalamazoo-Battle Creek and Greater 
> +5 ? = | Western Michigan—is one of those very few radio stations that 
ae. 7 Pr) have overwhelming audience preference in its area. 
OTMERS 14 Re Its use is really essential, as shown by the Pulse figures, left. 
Sets-in-Use 20.1% 20.2% 17.5% They credit WKZO with more than TWICE as many listeners 
NOTE: Bettie Creek’s home county (Calhoun) was included as the next station, morning, afternoon and night! WKZO ac- 
a tn thie Pulse sampling, and qreutied 30% of all interviews. tually leads in all 72 quarter hours measured. 


The other five counties: Allegan, Barry, Kalamazoo, St. Jo- 


seph and Yan Buren. 


pn aay 
‘ 4 As 


She elyer Slations 
WKZO.TY — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 


Associated with 
WMBD RADIO — PEORIA, ILLINOIS 


Avery-Knodel has the whole story. 


CBS Radio for Kalamazoo-Battle Creek 
and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


* Donald Malcolm Campbell set this world’s record at Boulder City, Nevada, in November, 1955. 
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Getting Personal 


John F. Noone, Ideal Publishing Corp., has been named chairman 
of the advertising, radio and tv division of the Cardinal’s Commit- 
tee of the Laity, for the 1956 fund appeal of New York Catholic 
Charities. Bernard C. Duffy, BBDO, and John C. Kelly, Kelly-Nason, 
will serve as vice-chairmen. Subdivisional chairmen include: Thom- 
as H. Shanley, Warwick & Legler; Jack Reiss, Crowell-Collier Pub- 
lishing Co.; Thomas J. Fahey, New York Times, and Eugene J. Mc- 
Carthy, CBS... 


in charge 


CELEBRATION—The 80th birthday of Hans Hansen (left), 

of constructing materials for displays and exhibits for Ross Roy 

Inc., Detroit, meant a day off—one of the few he has taken in many 

years. Mrs. Hansen helps him cut the birthday cake at a surprise 

party given by Mr. Roy (right), president of the agency, and at- 

tended by 40 employes who have been with the organization for 10 
years or more. 


Harold Goldman, vp in charge of sales of National Telefilm As- 
sociates, New York, is recovering at Flower Hospital, where he 
underwent an operation Feb. 16... 

Carol Gay Edson, shopping editor of Seventeen, and Stephen H. 
Giger, tv actor, will be married this spring. The bride-to-be is the 
daughter of Dorothy Wheelock, theater editor of Harper’s Bazaar. . . 

A number of Los Angeles advertising executives are taking part 
in a promotion and advertising class being held this semester by 
the University of Southern California. R. M. Crosby, staff super- 
visor of sales promotion materials for Southern California Gas Co., 
will teach the class. Visiting speakers include Don Hunter, western 
sales promotion manager, TWA; T. L. Stromberger, Stromberger, 
LaVene, McKenzie; Charles Grove, Western Advertising Agency; 
Tyler McDonald, Hixson & Jorgensen; John Freiburg, John Freiburg 
& Co., and Adrian Brown, McCann-Erickson .. . 

Me 


FIRST STOP, HAWAII—Mr. and Mrs. Samuel Meek are appropriately 

bedecked for a Honolulu visit, their first stop on a ’round-the- 

world trip. Mr. Meek, vice-chairman of J. Walter Thompson Co., 
New York, is opening new JWT offices in Tokyo and Manila. 


William B. Caskey, vp and general manager of Station WPEN, 
Philadelphia, has been made a member of Mayor Dilworth’s Citizen’s 
Committee for World Trade Week. . . Curtis Publishing Co. execu- 
tives nearly flipped recently when their automatic coffee dispensers 
ejected drinking cups carrying Time magazine promotion. A change 
was made in all machines before noon. . . 

Ed Felbin, radio and tv director of Philip Klein Advertising, also 
known as Frank Ford of Station WPEN, is showing up on hundreds 
of Atlantic Refining Co. outdoor posters along the East Coast. The 
picture of him sitting in his Jaguar was taken in Philadelphia and 
then superimposed over a beachfront Florida scene. . . 

Plans for a June 3 wedding have been announced by Carol 
Schoenstein and Eliot M. Jordan, Richard & Gunther copywriter. 
Miss Schoenstein is the daughter of Paul Schoenstein, assistant 
managing editor of the New York Journal-American... 

Shirley Rita Robin and Raymond Leroy Schnitzer will be mar- 
ried May 20 in New York. Miss Robin is editor of Public Service 
Advertising, Advertising Council monthly... 

Allison R. Leininger, Parents’ Institute vp, has been named chair- 
man of the magazine division of the New York City Cancer Com- 
mittee’s 1956 April crusade... 


| 
| 
| 
; 
‘ 


* Peale = 
Bi s 
j ’ * ‘ . ‘ ‘— 
ee oT wt. > ‘ a ‘ * . 2 3 = ak ‘ tz 7 * ——— > 
te ah oe } Ny OR ha ; soe , . a . 3m = Bee Me] aliri a — | 
Cea nites? ~ ; isi "= 2 
beg £ —_ 
Be). 
a ee 
Ma 
* : 
Bi 
we Hee 
4 * 
“aig 7 
ae pie 
mee $2 
bint: 
ait | 4 
cS | : is 
a er «. ate, ‘ SS i en, i 
ae "a © fa ee an a aha bets oe ae i ' 
Bah — | Oi5) pee Ue i 
oer ‘ — mi, ca sl aia eae = Beet. eas 
pee F =  ? = Ba. ~_ — ay: ea ee on ‘ 
Rie. R tA —— | lt y ae _ a { 
sh EN " , a as ‘ a r 
ers’ : = | a ee a oe 4 
aa € “Bee ¥ 
, —— * rie ry eh , iar: i 
7 ee Bees 4 Caen fa 
“4 : eee rates 2 
i | Me se, Pe ohn oh . 
cae See a ‘to te eee : 
a . ry ae ae 3 ca eo oe Se a4 
ae ' ‘ Eo We arg ies hs 
‘pee : ' i: ae ca . 
ws ey Wee . es os ae = hy a: (i ey ae 
as y ' é eo an Bee at aoe q 
= - an es se 4 
7 | =e re ae ae oe SS ee aes : a. 
meal ‘ : mae a Ra Sane ty 4 + 1 
ners 4 a Sa ari i ss 
Sh) ‘ . oe 2 ee at | 
id i : ; ; / . Me nae eR. a " 
an "f _ os ok i SR es 
att ? % ¥ y | ie le eS i ces, Oe RT 4 ; 
ig) Bee : Ct ‘ 
vhs P 
Oe et ay ‘* 4 
Pai we 
jin 
tes 
Ba. - 
ts, 
ra 
x 
oe 
~vibe: 
oath 
a 
al f 
Bae F 
SB: . 
7 a » 
: oe} Oe eee 2 , 
| 
4 
— 
; ‘ ; 
f ‘ 
“ ¥ > 
| 
. = | ' 
4; 4 ’ z . » 
b 4 1 ; : 
is ' : i 
Mee taRt. % A , ’ ‘ 
% <5 ne > ‘ ° 
kN <a ‘ ie + 4 : - 
® wt > § " 
aad Ay 5 ; + vc ~~ P, Sd | 
+ & + it 
| ENS 5 } ¢ j 
. bt a er ' "3 5 Be | 
ee 
j 
a ——— a | 
ee | 
ee ee i 
os 
Dah i 
rs | 
at ‘ ay | 
- f | 
(4 
gre f WJEF RADIO — GRAND RAPIDS 
+ WJEF-FM — GRAND RAPIDS-KALAMAZOO 
Fy be KOLN.TY — LINCOLN, NEBRASKA 
Y, 
bt 
a 
5 
a 
OM gs 
Pe ae. | wes 
a3) a 
4 . 
Vet - = a 
a) 


e. ‘ 


LISTINGS 
euMS-9 "| 


: 
| 


FOOD FAIR Supermarket Customers 


ESTIMATED CURRENT SALE 


Every week, 60,000 supermarket shoppers pick up 
and pay for their copies of TV GUIDE in 238 
Food Fair stores. 


And all over the country... more than 1,000,000 
supermarket shoppers walk out of 11,000 stores with 
a copy of TV GUIDE in their grocery-laden shopping 
bags every week. 


TV GUIDE is sold in more supermarkets than any 
other magazine. TV GUIDE is read and used in the 
homes of supermarket customers all week long. It is 


| America’s Television Magazine ... 


thought of and bought in association with products 
sold in supermarkets. 


TV GUIDE supermarket sales are growing every 
week. Are yours? An advertising schedule in TV 
GUIDE may be needed to increase them. 


ARTHUR ROSENBERG, Vice President in 
charge of Merchandising, Food Fair Stores, 
Inc., says: ““We sell more copies of TV 
GUIDE each week than any other general 
magazine. I’d consider it an ideal medium 
for advertisers who want to reach super- 
market customers.” 


In food stores alone................. 1,000,000 National Advertising Office Advertising Offices in 28 Cities Including: 
ee Ns» oo cca ds s caine ean 3,200,000 
400 N. Broad St. NEW YORK CHICAGO 
Total net paid, including subscriptions 4,000,000 Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 


LOS ANGELES 
6277 Selma Ave. 
HOllywood 5-2103 
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Budweiser 
uses 


Outdoor 
Advertising 


for more 


Put your Advertising Outdoors and Watch America Go Buy! 


You know that the more your advertising is seen the more you can sell. In a typical market 93% 
of people SEE OUTDOOR — average person sees it 22 times per month.* POLITZ figures show 
that average exposure to pedestrians is 64 seconds—to motorists, 21 seconds. And OUTDOOR 
medium—only 15c per 1000 in average national campaign. 


*Traffic Audit Bureau 


costs less than any other major 
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| AUGUST A. BUSCH, JR., President 

| Anheuser-Busch, Inc., says: 

| “The new cut-out painted bulletins present the world-famous BUDWEISER 

CLYDESDALE HORSES in a really spectacular way. Because each design is 
rotated to various locations within a city, it gets a new, fresh look every time 
it is moved. 
“This is one of the many designs we are using—each built to order for us. The loca- 


' tions are excellent, from both standpoints of visibility and heavy traffic. The fine 
| reproductions give us the opportunity to use the quality art work that symbolizes 
the quality of Budweiser and sets it apart from all other beers. 

f 
| 


“We were among the first to recognize the impact of rotating cut-out bulletins. 
| It is a welcome new development in Outdoor Advertising. They are definitely 
| one of the highlights of our advertising.” 


; ey ae OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON + CHICAGO «+ DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO + SEATTLE 
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Calvert Reserve | which, he said, is expected to give 
| the campaign unusual promotional- 
Campaign Relates 


Se ee ee ee ee ’: ‘ cane; “= oie i : PR aE i 


The foods for the color photo- 
graphs (made by Ben Somoroff) 
were prepared specially by the 
chef at Sardi’s restaurant. 


000 of the 1,165 shares in Gov-|!was appointed to succeed Mr. 
ernor Dongan Broadcasting Corp., | Gragg as head of the sales depart- 
operator of the station, and, sub- | ment. 

ject to FCC approval, plan to take 
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depth possibilities. 
Liquor, ‘Fine Food’ 


a Jules Singer, vp of Grey Ad-| 
|vertising Agency, Calvert’s new | Two Seek to Buy WOKO 

New York, Feb. 29—Calvert|agency, pointed out that “While! Carl L. Lindberg, Alexandria, United Air Lines Boosts Two 
Distilling Co. is launching a new appetite appeal has been used be-|Va., and Howard G. Haynes, B. B. Gragg, formerly general | studio, Koukos & Vaughan, at 40 
campaign for Calvert Reserve fore occasionally in whisky adver- Washington, have filed an applica- manager of sales, has been named E. 49th St., New York, to produce 
blended whisky with four-color |tising, this Calvert Reserve cam-|tion with the Federal Communica- assistant vp of the sales-public animated and live films for tv and 
spreads in Collier’s, Ebony, Life paign, so far as I know, repre-|tions Commission seeking to as- relations administration of United industry. Mr. Koukos was form- 
and Look, and b&w ads in 500/sents the first consistent program|sume control of radio station Air Lines. At the same time, erly creative director and Mr. 
dailies in 400 markets. In addition,|that relates America’s favorite WOKO, Albany, N.Y. The two Homer J. Merchant, formerly as- Vaughan was vp and general 
ear cards and outdoor will be foods to liquor.” 


_Koukos & Vaughan Bows 
James C. Koukos and Hal W. 
Vaughan have opened a new 


jover in mid-March. 


men have arranged to buy 1,-'sistant general manager of sales, manager of Chad Associates. 


used extensively in key markets, | 
plus business papers and point of | 
sale materials. 

Theme of the new ads is appe- 
tite appeal; the slogan is, “Nothing | 
finer in American taste.” Roast! 
beef, lobster, trout, chicken and} 
other foods “in the American tra- 
dition” will form the background 
of the art work against which Cal- 
vert Reserve will be featured. 

Walter C. Houghton, advertising 
and sales promotion manager for 
the brand, said that Calvert has a 
tie-up with the National Beef 
Council and other organizations, 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona | 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 
Pennsylvania, and 28th in 
the entire country! 


Well over half a million | 
(583,600, to be exact) tele- |) 
vision families, look to | 
WJAC-TV for the best in | 
television entertainment. 


| 
Add to this the free bonus of | 
WJAC-TV coverage into | 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 


During the summer season, NBC’s three great network television participa- 
tion programs—TODAY, HOME, TONIGHT-offer exra savings for adver- 
tisers through the 


T-H-T SUMMER INCENTIVE PLAN 


This plan, in effect from May 30th through September 2nd, offers bonus 
T-H-T participations in addition to regular discounts... means that you 
can earn up to 50% in dividends on your summer advertising... and guaran- 
tees you T-H-T’s year-round, high-quality programming at summer prices. 
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Increasing Automation in Industry Means | all our thinking capacity to make/}ued, “that a larger proportion of 


More Research in Advertising. Foote Says 


CLEVELAND, Feb. 28—The effects 


advertising as scientific as we | advertising budgets in the future 
/must be allocated to research—to 
| According to Mr. Foote, there is make as certain as possible that the 


force a quantitative and qualita- | ‘still not nearly enough valid re- | advertising which finally reaches 


ican,” he said. 


23 


researched advertising is worth a 
|great deal more than a dollar’s 
| worth of unresearched advertising 
}—fepareene of who does the ad- 
| 


vertising or how great are their 


of automation will make the job of | tive advance in the employment of |search being applied to the crea- the consumer approaches an opti- | native skills. 


advertising “bigger and harder,” 
according to Emerson Foote, exec | 
vp of McCann-Erickson, New 
York. 

Mr. Foote told the Cleveland 
Advertising Club last week, “We 
can be absolutely certain that the 
new manufacturing trends will | 


advertising. ‘tion of advertising. mum of effectiveness. 


“We cannot go about preparing; “Some advertisers have winced | “There are very few advertisers 
advertising the same way we did |at' the cost of research, but it is a | today who spend 2% of their 
ten, five or even two years ago, | very productive cost, and we have | budgets on research to make their 
while electronic engineers are | got to learn not to avoid it or wish | advertising better. But if there is 
making new production techniques |to reduce it,” he declared. ‘one thing that I am totally sure of 
possible every day,” he said. in the whole world of advertising, 

“We are going to have to exert|s# “I firmly believe,” he contin-|it is this: That 98¢ worth of well- 


Last year 28 national advertisers used this money-saving plan. This year 31 


(with many repeaters) have already signed up, and the summer buying 


season has hardly begun. Your NBC Sales Representative can tell you about 


the Summer Incentive Plan and how you can cash in on the tremendous 
personal selling power of the three great T-H-T stars, Dave Garroway, 


Arlene Francis and Steve Allen. 


Sy 
- 


“ 


¥ 
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Exciting things are happening on 


| NBC TELEVISION "@ | 


“Another vital necessity which 
will apply to all advertising in the 
|future,” said Mr. Foote, “is that 
|the practitioners of advertising 
must be willing to assume a larger 
| responsibility in counseling the 
producers of goods in the whole 
area of marketing. 

“We are going to have to func- 
tion as marketing specialists, in an 
increasingly complex world of 
marketing. And, if we don’t know 
how to do this, we will have to 
employ marketing specialists or 
re-train ourselves—or both.” 


Deibler Opens S.F. Office 
Robert H. Deibler & Associates, 
which represents several Indus- 
trial Press and Wilson-Carr Inc. 
| publications on the West Coast, has 
opened an office at 220 Montgom- 
ery St., San Francisco. Evelyn M. 
Wiggins will be in charge. 


“What do you mean— 
_ you're hungry enough to eat 


the advertising pages 


of the News*?” 


_ *The poor man doesn’t mean any 
| offense. He just means he’s been 
looking at page after page of suc- 
culent gustatory delights ever 
since he picked up his evening 
paper. For thirteen straight years, 
the Chicago Daily News has car- 
ried more grocery advertising 
than any other paper in America 
| —4,506,081 lines of it last year; 
4,249,605 in 1954. Significant? 
And how—because it builds big 
day-by-day sales for the food in- 
| dustry. The merry tinkle of the 
| cash register has proved to them 
| beyond question that 


THE CHICAGO DAILY NEWS 
Chicago's Growing Newspaper 
HITS HOME 
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Cuicaco, Feb. 28—An intensify- 
|ing price war between supermar- 
|ket operators carries with it the 
greatest threat to national food 

ISSUE |brands in more than a decade, M. 
| M. Zimmerman, publisher of Super 
| Market Merchandising, said last 

e | week. 

Industry's Best Ad-Buy! | Addressing the Merchandising 

f Executives Club here, Mr. Zimmer- 

Reach buyers in the “Heart” of Industry—in their man warned that the supermarket 

BIG one! M.P.A. ROSTER (directory) lists the | operator “is deeply concerned how 

P.A.’s, their firms and addresses — cross indexed.| he can wage a successful battle 

Here's year ‘round value in one issue. High national | #8inst his competitors in a price 

rating at low regional rates—no increase. Plan now | W@% which is getting more serious 

to get your sales message in for the April M.P.A. gen § ker me cae tng. § Meagan 

ROSTER rved before March 20 deadline. Best afford to lose the most money will 

positions to “earlybirds”. Write for rates and data. 


| be the one to survive.” 
The Midwest Purchasing Agent 


Two results of this competition, 
|the trade publisher predicted, 
647 Penton Bidg. 
MAin 1-7441 


Cleveland 13, Ohio would be (1) an acceleration of 
| the merger trend among food re- 
|tailers, and (2) “a vast increase 

_'of interest and belief in private- 
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TAKING THE LEAD—and going away! 


All eyes are on a couple of favorite “four 
legged wheelbarrows” during a tense race at a 
youngster’s outing in Rutland, Mass. 


Food advertisers who keep a close eye on gro- 


cery sales pacesetters know how well Worcester 
Thin the 
nation in 


WORCESTER 2S 
——- County Food Store Sales 


Circulation: Deily, 158,550; Sunday, 105,474, 


holds its enviable position in food consumption. 
The Metropolitan Worcester County Market, 
supplying three-meals-a-day to over half a million 
ravenous appetites, is now 28th in the nation — 
with food sales of $175,676,000. 


WORCESTER WORCESTER, MASSACHUSETTS 


TELEGRAM Howard M. Booth, Publisher 
-GALEVIE MOLONEY, REGAN & SCHMITT, inc. 


National Representatives 
OF RADIO 


OWNERS 


STATION WTAG AND WITAG-FM 
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| Zimmerman Sees Quickening Supermarket 
Price War as Threat to National Brands 


label brands” on the part of the 
store operators. 


® The food merchant’s “weapon 
and salvation may very well seem 
to him to be the private label, 
where he can control the profit to 
his satisfaction,” Mr. Zimmerman 
declared. 

“And it may not be too difficult 
for him to accomplish that aim 
more successfully than in the past,” 
he added, “because he is big 
enough to push these brands ag- 
gressively outside the stores via 
newspapers, tv and radio, and 
even more effectively inside the 
stores, where he can give a wider 
play to private label merchandise.” 

The national advertiser, Mr. 
Zimmerman declared, is relying on 
the fact that “the consumer is 
queen,” and is overlooking the fact 
that the supermarket operator is 
king in today’s food market. As a 
result, the advertiser has been 
selling the consumer, but has not 
yet sold the operator. 


® Mr. Zimmerman proposed these 
questions which the advertiser 
must answer to the store operators’ 
satisfaction “if he is not to suffer 
as much as a 30% sales decrease” 
in the coming private vs. national 
brand struggle: 

1. “Is there, in fact, any econom- 
ic justification for your brand vs. 
the private brand? Not just that 
mass production is cheaper; in 
many cases, it is not.” 

2. “Beyond the obvious fact that 
advertising costs you less when 
ycu advertise nationally, what does 
this advertising do for the retail- 
er?” 

3. “Have you told what you have 
done, manufacturing-wise, over 
the years to make your product 
better or cheaper?” 

4. “Can your salesman demon- 
strate to the retailer that your na- 
tional advertising is building his 
store a customer?” 

5. “Can you demonstrate that 
your brand gives him the same or 
better merchandising flexibility 
that he gets from the private 
brand?” 


s Mr. Zimmerman urged the mer- 
chandisers to “start thinking now 
of an industry-wide educational 
program designed to reach super- 
market operators” and convince 
them of the importance of national 
brands. 

“I do not believe we can afford 
to wait too long,” he warned. 


Vitapix, Roach Ally in 
Film Production, Distribution 

Vitapix Corp. has reached an 
agreement with Hal Roach Studios 
Inc., for the production and dis- 
tribution of television programs on 
film. 

By terms of the agreement, Hal 
Roach Studios will launch imme- 
diately the production of a new 
half-hour program on film to be 
available for release over Vitapix 
member facilities in the fall. The 
Roach organization will produce 
the film and undertake the sales 
responsibility for national sponsor- 
ship. Vitapix will perform as the 
“time clearance” agency for its 
member stations. According to 
plans, Roach will become an equal 
participant in the joint enterprise 
and eventually will own 50% of 
the Vitapix stock. 


Premium Expands Distribution 

Minneapolis Brewing Co. is mak- 
ing its Premium brand beer avail- 
able to all retail outlets in the 
Twin Cities, Minnesota and South 
Dakota area. Since its inception 
several years ago, Premium has 
had limited distribution in pre- 
scribed outlets. The product will 


be packaged in a white bottle. 
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MEET THE MAN 
BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


sut SELL! 


Now wait a minute—don’t get the wrong idea. It cou/d have been a great campaign. 
Plenty of hard-selling headlines that pounded home the theme...copy that told the 
story in fascinating fashion... layout and illustrations art directors dream about... 
media selection in the right space, and at the right time. 

So nothing happened! How come? 


The pay-off at the counter was missing. No Merchandising at the Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had more than 50 a 
years’ experience in this one vital field of advertising. We've designed and pro- 
duced point-of-sale merchandising programs of every kind, to meet every retgjling 
need. We can do the same for you! 


Contact our nation-wide organization today. We'll show you 
how your hard-selling ideas can be developed into practical 
point-of-sale merchandising programs that create traffic — 
that se// more merchandise for you. 


We'd like to send you our handy “IDEA FILE” and illustrated brochure 
with suggestions to help you sell. They are FREE. Mali your request to 
Chicago Show Printing Company, 2640 N. Kildare, Chicago 39. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use ® Animated Displays 

®@ Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Self-Stik Displays 

® Mystik® Can and Bottie Holders ® Mystik® Seif-Stik Labeis a 
® Econo Truck Signs ® Booklets and Foiders ~, 


Trademark Mystik Registered ve, 


ai ei sie ete eae a Sa *: ee _ ie a. aa ee E ™ aa: eee moe ae te i Be ss ; a4 Boe 74 ‘a ry ane a re ae ‘ Bk: ‘ ‘ eo : * 
mF . ga ET ee Se ee 00) | 
oi 
‘ a 
eo 
; ~~ - 
os 
“v x 
4 a : 
' Ge a Si 
ee? ~~ 
a rye -} Be aes Yi i Sd a ‘ 
w rs i ax i a! : 
, ‘ 4 j ey mas : ie 
\ t 
es * e . 
/ a 
\ e a 4 A Pee e 
| ae ‘ ; 
} - , X x 
. a 
/ : oe 
\ ¢ 
4 4 
. ng 
’ 
q / ‘ 
4 ‘ / ~- 
| 
| | ‘ 
‘ ; i E 
ee 
q 
; : . 
re 4 
ee \. on a 
ae a é os : ie —“ f 
; * ee 3 eS aE Sy Ane 2 f 
os: Pe RY oti f re “aa 
eae a a ee pings Ree Pe | : 
fae oa ee ~ ee “ar = B 
i Yee eg es by ee “0 
: ite ue oa a te Sa Aer ee * : 
~_ee Pe % ' ; Sa : es , 3 
2 sah ease rages a nw se sagdiy =" 4 Pe 
m ee eS pra a ae : 
oe st ee \ at ; ‘ . 2 
ens Oo 
3) p bo ter in . hos tj : - 
- ge SS gee - ae cf 
é <a, Pe ee io ce Ms ; 
ae ° Ee all ag <a pee Sig? ie i 
=. ta , 2 eee Poa ne, 2 ‘ E 
Y ate... a ae cies eR gale aie 4 
Re * ee ee OO eo eee i 
‘ ae rT a mee Sr eee - 
% age a Y 
ae ae te 
. — a oe : : 3 2” : 
ne 4 2 . 3 ‘ : : ae a 3) Seas 
CS ee eRe |e a , ger ey Ms ae % ae Pee >. ae Nees co er <a ie eo > a a eee! ae eI RS 2 al = aap i “ae 
oe i a ee ihe _ F met 8 ee bo ee a ee ~ ii ie me bay OR MPR. ¥ 
- ; A ec ax : ee ae: Ba ee or ae tee 
‘. - . Sina one ncaa Bes oe) UN 4 ‘oe ze Wed <r a ee ae a. % rt 
a ees ge oe = : ater) aa See oe hee ef: Sees a: - ny Pore ihe, we TS € Ho 


WESTERN TRUCKING 
NEWS SERVICE 


covers Coast for-hire motor 
transportation since 1937 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Sample copy free on request. Published by: * 


S.D. McFadden News Bureau | 


7 Front Street, San Francisco 11, Calif, 


| Leverett Joins Levy Agency 

| Ruth Leverett, formerly with the 
Boulder Daily Camera, has joined | 
the staff of Ted Levy Advertising 
Agency, Denver. She will be an 
jaccount executive and production history revealing some of the dif- 
| assistant. ficulties which can beset a news- 
paper advertiser was presented at 
_Howe Opens PR Company the meeting last week of the 
| Elvin Howe has opened a public Pennsylvania Newspaper Publish- 
relations company in the First Na- pers Assn. (AA, Feb. 27). 

tional Bank Bldg., Denver. Mr.| The discussion of mechanical 
Howe was formerly a Sunday | stumbling blocks was presented by 
jeditor of the Denver Post. | Theodore A. Serrill, general man- 


Headaches of Placing Newspaper Legal Ads 


‘Not Worth It,’ Pennsylvania Publishers Told "«!pe4 the agency. 
“Helped” is too mild a word, 
HARRISBURG, Pa., Feb. 28—A case. 


Advertising Age, March 5, 1956 


|and Mid-Atlantic Newspaper Serv- 
ices, business affiliate of PNPA, 


ager of PNPA. He described the he said. Here is how Mr. Serrill 
difficulties of an agency in placing described the experience: 
and handling legal notice advertis- Of the 76 daily newspaper in- 
ing originating from the Depart- sertion orders, 36 required addi- 
ment of the Commonwealth. | tional correspondence because (1) 
Insertions were required in two the legal advertising rate wasn’t 
papers, three times, in each of the) listed, (2) the newspaper hadn’t 
state’s 67 counties, he said, and the | heard of Mid-Atlantic, (3) the 
amount of money involved was less| newspaper opened the envelope 
than $10,000. The agency was new,| and extracted the mat but not the 
| insertion order attached to it. Of 


@ High costs got you steamed up? If printing is an 
item, these facts may add up to a cool saving. Paper 
represents over 25 per cent of the average printing 
bill, And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 


** There, maybe that will cool him off! ’’ | 


This saving is made possible by a modern paper- 


making method pioneered by Consolidated. Several 


costly manufacturing steps are eliminated, yet finest 
quality is maintained! 


TAKE A LOOK 


sales folders, catalogs or any other quality printed 


FOR yoursELF! Whether you use 


material, Consolidated Enamels can save you money, 
without sacrificing quality. And only your Consoli- 
dated Paper Merchants can offer these savings. Call 
him today for complete facts and free trial sheets to 
make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 
production gloss * modern gioss « flash gloss 
productolith « consolith gloss « consolith opaque 
Consolidated Water Power & Paper Co. © Sales Offices: 135 S. LaSalle Street © Chicago 3, I!linois 


|50 weeklies, 20 required corre- 
spondence to clear up what seemed 
like simple instructions. 


® But the real problem began with 
billing and tearpages. On Nov. 2— 
30 days after the last insertion 
(including some make-goods for 
ads left out by faulty newspaper 
office procedures)—71 papers had 
|supplied tearsheets, 55 had not. 
|Seven of the dailies had told the 
advertiser that agency discounts on 
| legal advertising were not allowed. 
| Nine more had told the advertiser 
“no agency discount” after they got 
their payment. 

On Nov. 16, another batch of tear 
sheets came in, and a similar set 
of problems ensued. A third billing 
was made Dec. 29, with the same 
result. As of the third week in Feb- 
ruary, PNPA still couldn’t get tear- 
sheets from one daily, and four 
weeklies were yet to be heard 
from. 

Two dailies never did run the 
copy. Four advised they forgot the 
first insertion, and make-goods 
were obtained from four, two of 
which don’t allow the agency com- 
mission. 

Several of the weeklies ran the 
copy extra times, for which they 
couldn’t collect. Some of the pa- 
pers, said Mr. Serrill, charge “con- 
fiscatory rates for the legal adver- 
tising.” 


® He summed up: “For a mere 
$10,000 in advertising the job 
wasn’t worth it. No agency could 
come near breaking even, even if 
all the papers granted a 15% agen- 
cy commission. This is about all 
there is to the story of one state- 
wide legal advertising order. But 
it is the reason why practically all 
the commonwealth departments 
gave up placing advertising direct 
with the papers and now resort to 
agencies.” 


Essex Elected President of 
New Broadcasting Foundation 

Harold Essex, vp and general 
manager of WSJS radio and tele- 
vision, Winston-Salem, has been 
elected president of the Broadcast- 
‘ing Foundation of North Carolina 

Inc. The new foundation is a non- 

|profit and educational corporation 
formed to sponsor and promote the 
|advancement of education in the 
|fields of radio and tv at the Uni- 
| versity of North Carolina. 

Other officers elected are Rich- 
ard H. Mason, WPTF, Raleigh, vp; 
J. Frank Jarman, WDNC, Durham, 
secretary, and John H. Bone, 
WNAO-TV, Raleigh, treasurer. 


White Elected Assn. President 

Carter H. White, vp and general 
manager of the Record-Journal, 
Meriden, Conn., has been elected 
president of the Associated Dailies 
of Connecticut. Other officers 
elected are Barnard L. Colby, Day, 
New London, vp; E. Bartlett 
Barnes, Press, Bristol, secretary, 
jand Walter G. Gisselbrecht, the 
| Register, Torrington, reelected 
| treasurer. 


Metropolitan Life Drops News 

After 11 years of sponsorship, 
Metropolitan Life Insurance Co. 
has cancelled “Allen Jackson & the 
News,” its 6 p.m. (EST) strip on 
CBS Radio. Metropolitan is re- 
portedly looking toward spot and 
local radio as an advertising re- 
placement. 
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The man who 


his groceries should know 


the facts of 


This 8-page advertisment will appear in the March issue of Chain Store Age, Grocery Edition, April issue of Progressive Grocer, and May issue of Nargus Bulletin. 
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Here’s how food advertisers have invested their dollars 
in the 10 leading magazines over the last 5 years— 


MAGAZINE 


. LIFE 


. Ladies’ Home 
Journal 


3. Family Circle 
4. Saturday 


Evening Post 
. Look 


. Better Homes 
& Gardens 


. Good 
Housekeeping 


8. Woman’s Day 
9. MeCall’s 


. Woman’s Home 


Companion 


1955 


$21,894,163 


6,069,883 
5,794,943 


5,661,464 
4,524,438 


4,257,371 


4,105,985 
3,942,887 
3,279,267 


2,873,006 


5,587 ,922 


6,067,949 


5,513,921 
3,816,990 


3,950,821 


2,811,113 
4,183,328 
3,210,722 


2,784,986 


1953 


$17,115,420 


4,514,972 
6,247,088 


5,292,417 
2,691,307 


4,313,796 


2,958,007 
4,672,871 
2,659,805 


3,290,297 


Source: Publishers’ Information Bureau. 


Year-end gross figures 


1952 


$14,673,235 


4,436,996 
5,747,228 


5,123,196 
2,509,367 


3,395,256 


2,646,823 
5,511,377 
2,934,759 


1951 


$12,079,970 


5,243,039 
4,314,827 


4,908,572 
2,643,738 


3,492,945 


2,818,200 
4,922,570 
2,820,576 


3,698,140 
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... because more people read LIFE 


More people read LIFE—every week—than read 
any other magazine. It has the largest circulation 
and audience ever achieved by any weekly or 
bi-weekly publication. 


FIRST in circulation 


1. LIFE 5,616,818 


2. Saturday Evening Post 4,619,631 
3. Look 4,062,994 
4. Collier’s 3,737,231 


Source: Publishers’ Interim Statement to ABC—Jan.-Sept., 


FIRST in readership 


1. LIFE 26,450,000 
2. Look 18,050,000 
3. Saturday Evening Post 14,050,000 


Source: A Study of Four Media 


Why do more people 
read LIFE? 


Because... 
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gives people—of all ages— more 
of what they want! 


MORE EXCITEMENT 


LIFE unreels the news of the day in dramatic, 
on-the-spot picture stories. People, places, events 
leap to life under the vivid magic of the camera’s 
eye, bringing readers back week after week. 


> 


MORE INFORMATION 


LIFE brings into clear perspective the forces 
and people that shape today’s news. It brings 
you a continuous parade of pictures and facts 
to enhance your knowledge of what’s going on 
in the world. 


MORE FUN 


LIFE brings fun and surprise into the lives of 
millions of people. In the average community, 
LIFE reaches 3 out of 5 households.* 


Year after year—people pay more 
to read LIFE 
than any other magazine! 


*Source: A Study of the Household Accumulative Audience of LIFE. (A LIFE- 
reading household is one which is reached by one or more of 13 issues.) 
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America’s grocery retailers rank 
LIFE “tops” too! 


In a just-completed survey by Audits and Surveys Company, Inc., 1711 
grocery retailers were interviewed on the subject of national magazines and 
national magazine advertising. LIFE proved the overwhelming favorite 
of retailers in every volume bracket, by actual count of displays. 


HERE ARE THE MAJOR RESULTS OF THE STUDY: 


Advertising appearing in LIFE is—by 5 to 1—the advertising most 
* often used for grocery store tie-in displays. 

Grocery retailers—by more than 2 to 1—pick LIFE as their first 
* choice to carry advertising for the brands they sell. 


More grocery retailers—by a very substantial margin—report 
* reading LIFE than report reading any other magazine. 

Grocery retailers report that the magazine most frequently talked 
* about by manufacturers’ salesmen is LIFE—by more than 6 to 1 

over the next leading magazine. 


ONCE AGAIN THEN— 
America’s grocery retailers 
have accorded LIFE 


a most significant vote 
of confidence 
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Here’s what 4 leading chain 
about LIFE 


Irv Levinson, Advertising Director of 
Wrigley’s Stores, Inc., says, 


“Tt has always been a source of pleasant sur- 
prise to survey the results of an Advertised- 
in-LIFE promotion. Brand name...advertised 
in LIFE... promoted by Wrigley’s is an un- 
beatable combination.” 


Left to Right: Wrigley Advertising Director Erwin Levinson, Vice President 
Sam Frankel, and Grocery Merchandiser Harold Phelps. 


Left to Right: James G. Lee, Candy and Sundry Buyer; Harry E. Peterman, Advertising Manager; Louis B. Smith, Jr., Execu- 
tive Vice President, Merchandise Sales Manager; Doran Zimmerman, Soap Supplies and Sundries Buyer; Gilbert Cole, Grocery 
Buyer; Charles E. Sellers, Purchasing. 


L. B. Smith, Jr., Executive Vice President of Thorofare Markets, 
Inc., says, 


“Thorofare brand promotions of the last two years brought 103% in- 
crease in over-all sales—attesting success of all-out support of national 
brands. 

“Increases in LIFE-advertised products have been much greater over 
the same period. Our tie-in with LIFE’s support of brand names helped 
us win our Retailer-of-the-Year award.” 
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store executives have to say 
promotions... 


Left to Right: Glenn Horsley, Head of Drug Sundries; L. G. Ghiglione, Head of Produce Department; Harry Anderson, Store 
Operations; J. C. Ernst, President; D. M. Murphy, Director of Public Relations; Frank Garland, Merchandising Coordinator; 
Janvier Lee, Head of Grocery Department. 


D. M. Murphy, Director of Public Relations for Lucky Stores, 
Inc., says, 

“Each year since 1949, Lucky’s LIFE promotions have materially in- 
creased customer traffic and sales, as well as reminding our customers 
of the wide selection of nationally advertised foods we regularly stock.” 


Left to Right: Harry Sandler, Vice President; George Edwards, Director of Grocery Division; Walter Halder, Grocery Buyer; 
Harold Bowerfind, Grocery Supervisor; James Powers, Grocery Buyer; John Livoti, Grocery Buyer. 


Harry Sandler, Vice President of Star Markets, says, 


“No advance planning for store promotions takes place at Star without 
consideration of forthcoming advertising in LIFE. LIFE is a potent 
force in helping us to plan our displays and promotions.” 
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Look at the pre-selling 


job 


LIFE is doing for you! 


4 


March 5th issue 


A. 1. Sauce—14 lines 

Ace Combs— \ page 

Anacin & Outgro— 4 page 

Anahist Nasal Spray— \ p. 

Baker's Instant Cocoa— 
page, color 

Bayer Aspirin—page 

Bridgeport Aer*a*sol 
Products— \% page 

Bromo Quinine— \ pg. c. 

Camel Cigarettes—page, c. 

Campbell's Soup—page, c. 

Canada Dry Beverages— 
page, color 

Chap Stick— \ page 

Chase & Sanborn Coffee— 
70 lines 

Carnation Evaporated Milk 
—page, color 

Chef Boy-Ar-Dee Pizza Pie— 
page, color 

Colgate Dental Cream— 
bo page 

Diamond Match Books— 
l4 page, color 

Double Cola— '4 page, color 

Fitch Ideal Hair Tonic— 
4 page 

Greenwood's Home Style 
Foods— 14 lines 

Heinz Tomato Ketchup— 
spread, color 

Helene Curtis Suave For Men 
— \% page 

Hollywood Shoe Polish— 
14 lines 

Hunt’s Tomato Catsup— 
page, color 

Jaw Teasers, Gum Products, 
Inc.—28 lines 

Jergens Lotion—page, color 

Johnson's Hard Gloss 
Glo-Coat— page, color 

Kraft Cheese—spread, color 

L & M Filters—page, color 

Marlboro Cigarettes—page 

Maybelline Products— \ pg. 

Milani 1890 Salad Dressing 
— bg page 

Minute Maid Orange Juice— 
page, color 

Modess— page, color 

Mollé Deluxe Shave Cream— 
\% page 

Nytol— page 

Oral B Toothbrushes— ' pg. 

Phillips’ Milk of Magnesia— 
4 page 

Pillsbury Cake Mixes— 
page, color 

Plough Mistol Mist—84 lines 

Procter & Gamble Crest— 
page, color 

Pyrex— 4 page 

Sealtest Ice Cream—pg., c. 

Seven-Up—page, color 

Sleep-Eze— 28 lines 

Sunsweet Prune Juice— 
4 page 

Tums—14 lines 

Vitalis— page 

Williams Kreml— '4 page 


advertised in LIFE 


March 12th issue 


A. 1. Sauce—page, color 

Anacin & Bisodol— '« page 

Betty Crocker Brownie Mix 
—page, color 

Betty Crocker Trix—pg., c. 

Bromo Quinine— \ page, c. 

Cameo Copper Cleaner— 
\ page, color 

Chase & Sanborn Coffee- 
page, color 

Cutex Nail Enamel & Lip- 
stick— '4 page, color 

Dr. Scholl's Foot Powder— 
14 lines 

Ex-Lax— \4 page 

Finish— \ page, color 

Franco-American Macaroni 
—page, color 

French’s Spices— page, color 

Gaines Dog Food— page, c. 

Gleem— page, color 

Hollywood Shoe Polish- 
14 lines 

Johnson's Baby Powder— 
page, color 

Kellogg's Corn Flakes- 
page, color 

Kent Cigarettes—page, color 

Lady Borden Mint Chocolate 
Chip Ice Cream—page, c. 

Lucky Strike Cigarettes— 
page, color 

Murine— \4 page 

Musterole— 4 page 

Pepto-Bismol— \ page, c. 

Plough Mexsana Medicated 
Powder— 28 lines 

Post Toasties—page, color 

Pulvex—28 lines 

Snow Crop Frozen Orange 
Juice & Vegetables— 
page, color 

Squibb Sweeta & Angle 
Toothbrush— \ page 

Stanback—84 lines 

Tempo Meat Loaf Mix— 
14 lines 

Tums— 4 page 

Vigoro—spread, color 

Wesson Oil—spread, color 

Williams Kreml— '%4 page 

Wine Advisory Board— 
page, color 

Winston Cigarettes— \4 page 

Zud—28 lines 


March 19th issue 


Anacin— '4 page 

Bayer Aspirin— 44 page 

Betty Crocker Frosting 
Mixes—spread, color 


Bluettes Household Gloves— 
\4 page 

Borden's Starlac—page, c. 

Bufferin—page 

Campbell’s Beef Soup— 
page, color 

Chap Stick—28 lines 

Chase & Sanborn Coffee— 
two—70 lines 

Chef Boy-Ar-Dee Spaghetti 
Sauces— page, color 

Chesterfield Cigarettes— 
page, color 

Carnation Instant Milk- 
page, color 

Dr. Scholl’s Zino Pads— 
42 lines 

Doubldown Tissue—14 lines 

Durkee’s Coconut— '4 pg., c. 

Eberhard Faber Pencils— 
spread, color 

Fitch Hair Oils—28 lines 

French's Pet Foods—pg., c. 

French's Worcestershire 
Sauce— 1 page 

Fresh Stick Deodorant— 
page, color 

Friskies—page, color 

Gravymaster— 14 lines 

Hollywood Shoe Polish— 
lg page 

Ipana Toothpaste—page 

Jaw Teasers, Gum Products, 
Inc.—14 lines 

Johnson & Johnson Band- 
Aid Plastic Strips—pg., c. 

Kellogg's Special K— 
spread, color 

Kleenex —page, color 

Libby Pineapple—page, c. 

Lipton Tea—page, color 

Mazola—spread, color 

Paas Easter Egg Dye— 
28 lines 

Pepsi-Cola— page, color 

Phillips’ Milk of Magnesia— 
4 page 

Philip Morris Cigarettes— 
page, color 

Plough Mistol Mist & 
Various—84 lines 

Pyrex— '4 page 

Revion Cosmetics—page, c. 

Sakrin— page 

Schlitz Beer—spread, color 

Sergeant's Dog Care 
Products—140 lines 

Sunsweet Prune Juice— 4 pg. 

Tampax— 4 page 

Tangee Lipstick— '4 pg., ce. 

Tums— 14 lines 

U.S. Brewers Foundation— 
page, color 

Wildroot Cream Oil— 
le page, color 


Note how many of your fast-moving items are 


Williams Krem!]— lo page 
Winston Cigarettes— l¢ pe. 


March 26th issue 


A. 1. Sauce—14 lines 
Aero-Shave & 3-in-1 Oil — 

lg page 
Anchorglass Dinnerware- 

page, color 
Armour Ham—page, color 
Ballantine Ale—page, color 
Breck Hair Set Mist— pg., ¢. 
Bridgeport Aer*a*sol 

Products— '4 page 
Budweiser Beer—page, color 
Calgon— '5 page 
Cameo Copper Cleaner— 

\4 page, color 
Coca-Cola—page, color 
Colgate Dental Cream 

lo page 
Del Monte Pineapple- 

page, color and \4 page 
Dr. Scholl’s Foot Powder 

14 lines 
Dr. West's Germ Fighter 

Toothbrush— page, color 
French’s Mustard—page, c. 
Hollywood Shoe Polish 

14 lines 
Jell-O—page, color 
Jergens Lotion— page, color 
Johnson's Baby Powder 

page, color 
Kellogg’s Gro-Pup— 4 page 
Kellogg's Rice Krispies 

page, color 
Life Savers—nage, color 
McCormick Spices—pg., c. 
Mum Mist— '4 page 
Pepto-Bismol— '4 page, color 
Procter & Gamble Crest — 
page, color 
Rath Meats—page, color 
Ronson Accessories— !¢ pg. 
Stanback—42 lines 
Squibb Products— 4 page 
Swanson Frozen Foods— 
page, color 
Thermos Brand Vacuum 

Bottles, Outing Jugs & 

Ice Chests— '4 page 
Tums— '4 page 
Virginia Dare Pink Wine— 

page, color 
Wesson Oil—page, color 
Williams Kreml— 4 page 
Wilson Ham & Sausage— 

page, color 
Wine Advisory Board— 

\% page, color 

Winston Cigarettes— 14 page 


[ADVERTISED IN| 
You sell more, faster 


with products... 
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Information for Advertisers 


A study of school board officials 
and school board buying plans in 
towns under 25,000 has been pre- 
pared by Nation’s Business as a 
guide for advertising and sales 
executives. The study is a report 
on the growth of a segment of the 
school systems in America today 
and the various types of expendi- 
tures made and planned for the 


© A 32-page report, including a 
complete listing of all manufactur- | 
ing plants, research facilities and 
| wind tunnel installations compris- 
ing the aviation industry, is avail- 
| able from Hugh C. Judge, business | 
|/manager, Aeronautical Engineer- 
ing Review, 2 E. 64th St., New) 
| York 21. 


The New STANDARD METROPOLITAN Al 


OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 


officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budger, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 42 mii- 
lion population. Courier and Press circulation 


future by school boards. Write to|® A revised edition of “How to 
H. C. Sturm, director of advertis- | Ship Advertising Plates into Can- 
ing, Nation’s Business, 420 Lexing- | ada” has been released by Mac- 


daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


ton Ave., New York 16. 


e A study of newspaper circula- 
tion and ad trends for the past 10 
months has been issued by the 
Wichita Eagle. Included are mar- 
ket data, sales, population, buying 
and income. Write Jack Speer, ad 
director of the Wichita Eagle, for 
a copy. 


e The market for industrial tex- 
tile fibers, fabrics and fibrous ma- 


terials within a cross-section of | 
original equipment and other hard | 
goods manufacturing plants has 


been analyzed in a survey con- 
ducted by Materials & Methods. 
This 15-page study, based on in- 
formation obtained from 354 plants 
in the U. S., includes data on nine 
different types of industrial tex- 
tile fibers and fibrous materials. 
Single copies are free to manufac- 


turers of industrial fibers, fabrics | 


and fibrous materials. Address 
William P. Winsor, publisher, Ma- 
terials & Methods, 430 Park Ave., 
New York 22. 


e Reports on “Radios,” “Dietetic. 


Foods” and “Market for Shoes” 
have been issued by the research 
department of Curtis Publishing 
Co. Copies are available free to 
those requesting them from El- 


eanor M. Tafel, librarian, research | 


department, Curtis Publishing Co., 
Independence Sq., Philadelphia 5. 


e “Gas Heating Is Big” is an 
eight-page folder issued by Gas 
Heat, 2 W. 45th St., New York 36. 
It includes the predictions by gas 
heating dealers as to future sales 
and tables comparing gas heating 
with oil burners and stoker heating 
sales. Copies are available from A. 
G. Winkler, Gas Heat. 


e A new study on “Bicycle and 
Accessories Ownership, Use and 
Preference,” has just been com- 
pleted by Boys’ Life. The survey 
shows that more than nine of ten 
Boys’ Life readers own bicycles, 
with Schwinn the most popular 


lean-Hunter Publishing Co. Sev- 


An Excellent Test Market too! Represented Nationally by: General Adv. Dept. 


eral changes in invoicing and iil ‘ 
customs procedure have weal ._ rm a 


added. Copies are available on re-| @ Has many diversified industries 

| quest to advertising director, Mac-| @ Has an abundance of natural resources 

lean-Hunter Publishing Co., 481) @ Has a representative, stable economy 
@ Many other Test Market features 


| University Ave., Toronto 2. 


— Scripps Howard Newspapers 


the evansville : the evansville 


Press | 


| 


brand. Brand ownership for other | 


bicycle accessories are shown also. 
Copies may be had by writing 
Harold Levitt, promotion director, 
Boys’ Life, 2 Park Ave., New 
York 16. 


e Purchasing intentions of readers 


of National Engineer in the next 12. 
to 24 months in 10 equipment cat- | 


egories are summed up in a new 
booklet. Some 2,231 readers were | 
sent questionnaires; 5.9% respond- | 
ed. Copies are available from Emil 
M. Mortel, advertising manager, | 
National Engineer, 176 W. Adams 


St., Chicago 3. 


e@ Changes which have taken place 
in the grocery picture in South 
Bend during the last year are out- 
lined in a new presentation, “The | 
New South Bend Grocery Story,” | 
which has been released by the 
South Bend Tribune. Copies of the 
study are available from Clarence 
W. Harding, public relations di- 
rector of the South Bend Tribune. 


e A study and analysis of the au- 
tomotive chain store market has 
been prepared by Automotive 
Chain Store. Copies may be ob-) 
tained by writing the research di- 
rector of Automotive Chain Store, 
11 S. Forge St., Akron 4. 


There are Trees (La.) around them, and a Hill 
(N.H.), and a Pleasant View (Colo., Ky., Tenn.). 
The Commercial Point (Ohio) is that they're 
prosperous—and difficult to reach. 
They live in true small towns—the towns of 2500 
or less and beyond the influence of a big city. They 
have no daily paper. Magazine subscription crews 


| 

| don't bother with them. TV coverage is far from 
adequate. True small towns represent America’s 
least exploited market. 

Here is your advertising opportunity. 

For true small towners read Grit—cover to cover, 
week in and week out. Grit speaks their language. 
Its emphasis is on personalities rather than political 
philosophies. On church socials rather than coming- 
out parties. On pumpkin pies, not crepes suzette. 

The Grit viewpoint is shared by no other publi- 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit reaches hard-to-reach 
people in America’s 


true small towns 


cation. It has won the devotion of 334 million 
readers in 16,000 small towns. It’s the reason for 
Grit’s thunderous circulation concentration in 
small towns of 2500 and less—58.54%, miles be- 
yond that of any other national publication. 

All this helps explain why Grit advertisers can 
count on an ever-growing share of the important 
small-town market. We've 20 years of consumer 
studies which prove that statement beyond doubt. 

And these small-town Peoples (Ky.) are yours at 
so little Cost (Tex.)! You can buy a big-space, year- 
round Grit campaign for as little as the price of one 
insertion in a mass-circulation magazine. What are 
you waiting for? 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Ads Call Continental's New Cavalier, 


Vodka ‘as American as Jazz, Baseball’ 


(Continued from Page 2) 
he scoffs. 

Subsequent Cavalier ads will 
make their vodka “as American 
as...” cigar store Indians, base- 
ball, jazz, the Fourth of July, etc. 

The name for the new vodka 
was chosen from a list of about 20 
candidates, following market test- 
ing last September. It also happens 
to be the same name as a gin which 
Continental once had. Weiss & Gel- 
ler, New York Inc. worked with 
the distiller on creation of the new 
bottle and the name selection. 


= Continental’s decision to enter 
the vodka derby is understandable 
in view of the tremendous popu- 
larity rise of this alcoholic con- 
coction over the past few years. 
Although final figures for 1955 
are not yet available, trade sources 
estimate that ‘sales for last year hit | 
close to 2,400,000 cases, almost | 
double 1954 sales. In 1953, sales 
were nearly 50% higher than in 


1952, and in that year they prac- 
tically doubled the 1951 output. | 
And it all started on the West | 
Coast about ten years ago, when 
the Moscow Mule was invented by | 
a Hollywood bistro. 

There are close to 80 brands 
| 
| 
| 
| 
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38) chapters of 
JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James D. Woolf's column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. 

QUANTITY DISCOUNTS: 5 
to 10, the price is $5 each; 11 to 


25, $4.50; over 25, $4 each. 
uf Mail coupon below. 


ADVERTISING AGE 
200 E. Illinois St. 


Chicago, ll. 
Send me a Copy of SALESENSE IN 
ADVERTISI at $5.95, including 
tage. If I am not satisfied after 
days examination, I'll return the 


book and owe you nothing. 


My Name 


Cc y 


vy 


Address. 


City State 


oO $5.95 enclosed [} Bill me later 


i 
i 
| oO Bill my firm later 


ee TT 


currently on the market, trade 
sources believe, many of them re- 
gional, and private labels being 
pushed by local distributors. Lead- 
ing sellers last year included G. F. 
Heublein & Bros.’ Smirnoff, Ar- 
row, Crown Russe, Hiram Walk- 
er’s, Old Mr. Boston, Tovarisch 
and Schenley’s Samovar. 
Probably the most novel of the 


new vodkas is Golden Yar, soon to 
be put on the market by Park & 
Tilford Distillers Corp. It is 
claimed to be the first golden hued 
vodka ever to be produced. How 
the golden hue is attained is some- 
thing of a trade secret, but the 
company admits it is put into bar- 
rels and mellowed after distilla- 
tion. It will be offered at 86 proof. 

Liquor experts surmise that it is 
aged in the barrel, and that the 


charred oak gives the colorless 
vodka its glint of gold. How long 
it is aged is a trade secret. 


‘compared with about $950,000 in 
tannic acid released by the chem-|1954. Smirnoff was by far the 
ical action of the alcohol on the | largest advertiser. 


The company will be unable to, 
advertise this aging process, if that 
‘is what it uses, because of govern- 
ment regulations. 

In addition to its Golden Yar, 
P&T will also introduce a 100- 
proof and an 86-proof convention- 


al type vodka. 


be More than $1,500,000 was spent 
l'on vodka advertising last year, 


Of the $1,000,000 spent in news- 


‘paper advertising, Smirnoff ac- 
| counted for about $555,000, nearly 
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double its 1954 budget. Distillers 


lspent $520,000 in magazines in 


1955, compared with $350,000 in 
1954. Of this total in 55 Smirnoff 
spent $458,000 and $319,000 in °54, 
or 89% of the total. 

Advertising in both newspapers 
and magazines is expected to in- 
crease substantially in 1956 be- 
cause of the new brands entering 
the market. 

Besides Cavalier, other brands 
believed likely to make consider- 
able headway this year include 
Gilbey’s, Wolfschmidt, Glenmore, 
Romanoff and a dozen or so re- 


| gional and private brands. 


INFORMATION 


1. ABP advertising regularly 
promotes the ad-values of 
better businesspapers ~ 

2. Pamphiets, booklets, films 
help develop more effective 
use of the business press 

| 3. Research —finding out the 
what, why, how of business- 
Papers 
| 4, Annual awards for outstand- 
ing advertising in industrial 
and merchandising papers 
i 5. The Speakers Bureau takes 
| the businesspaper story to 
/ * schools and professional 
| groups 
6. Associate Memberships to 
schools of journalism— part 
of ABP's program cf coopera- 
tion with the nation’s colleges 


77 


Here are just some of ABP’s 
many activities . . . devoted to 
building better businesspapers, 
better businesspaper advertising 


CIRCULATION 


1, The Nationa 
Round Ta 


SALES 


1. Dotted Line Cubs meet often 
with advertising executives 


space-men 


and ad-men 
4. Ad-managers, 

Clinics on sales 

Problems 


_ 2. “Sales Know-How”’ sessions 
~a DLC activity for member 


3. DLC golf outings build closer 
relationships with agency 


hold regular 
management 


5. Regular meetings are held by 
the Promotion and Research 


Round Table 
| Circulation 


bie meetsregularly 


digs deep into circulation 


methods 


ABC Month promotion kits— 
* editorial and ad material for 
member use 


Boosting the plus values 
paid circulation -A 
meeting 


of 
Month 


4. Tested Circulation Letters— 


a continuing source 


tes! 


sales ideas 


5. Cost-c 
covers 


utting Check List— 
all phases of circula- 


tion operation 


6. Postal Bulletins 
odically, keep 


-issued pert- 
members up- 


to-date on PL& 


MANAGEMENT 
1, The Division 


about the lade of facts 


2.A 


4. AB 
hel 


Operating costs 
controls, sound fate 
5. ers Month! 
—asnother time- 
an fae tested, down- 
6. ABP mana 
ences and 


a reap eblshi 8 facts 


EDITORIAL ; 
ational Conference of Busi- 
1. Mam aper Editors—Wash- 
ington briefing session 
. Special courses for editors— 
: guseneen visual presentation 
NCBPE editorial clinics help 
3 solve on-the-j0b problems 
Arden House meetings— 
among the editors most pro- 
ductive workshop sessions 
The Jesse H. Neal Awards 
% for outstanding editorial 
achievement 


4. 


| Fifty years 


SEND FOR THESE: 


ry 
fnual Study of Leading Aq- 


Know Power—the siory of America’s 
business press 


A Half Century with ABP — an ad- 


venture in cooperative progress 
Important and interesting reading for 


P Annual 


P publish Cost Studies 


ers analyze 
; Set tighter 
Ss 


Y Credit record 


sociation activity 
Bement confer. 
Clinics dj d 

ures, 


n 
3 and methods 


everyone in advertising and publishing, 
these two booklets give some history and 
some fresh perspective on the role of 
businesspapers in our economy . . « 
and of ABP as one of the prime forces 
in their growth. Write ABP or an 
ABP publication serving your field. 
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Ted i] . writers are “low men,” averaging ,on magazines grossing up to $250,- 
Gallagher Prediction: Four Consumer, | $7, 300 on consumer magazines; on /000 to $19,300 on books with $1,- 
24 Business Media Will Be Born in ‘56 


business magazines, writers aver- | 000,000 or more gross. 
age between $5,350 and $9,000, Publishers of consumer maga- 

(Continued from Page 3) | Survey, publishers will be spending | depending on gross revenue of the |zines average $24,600; business 
extravagant joke. No publisher | more in 1956 on editorial services. | publication. For example, the staff | magazine publishers get $13,000 on 
can really afford it. But push goes| Mr. Gallagher calls this an “en-| writer on a business paper gross-|small books and up to $37,000 on 
on. In 1956 most publishers expect | couraging sign.” He says publishers | ing between $250,000 and $500,000 | the big ones. 
circulation to increase 9.8%.” are beginning to recognize the|earns about $6,000. | Promotion managers on consum-| 
6. There will be no let-up in|importance of “a sound editorial er books make close to $13,000;| 
cut-rate subscription selling, and | package” and “1956 promises to| s Average salesman on a consum- they average $8,000 to $10,500 on | 
Mr. Gallagher warns publishers| be the year of the editor and writ-|er magazine earns $11,354; on ABC business magazines and from | 
they are “looking for trouble.” He| er.” business magazines, it ranges $8,000 to $12,500 on BPA books. i. 
says there is “rising resentment; What are representative salaries | from $7,400 to $15,600. Ad direc- | 
here from agency media buyers|in the magazine industry? Mr.|tors of consumer magazines gets Circulation directors of consum-| 
and advertisers.” Gallagher reports the following: $17,064; on business magazines, it|er magazines pull down $12,600; 
According to Mr. Gallagher’s| Salesmen outrate writers. Staff| goes up with gross—from $8,500 (on ABC business magazines, they 


JOHN H. PHILLIPS has joined Clark & 
Bobertz, Detroit, as a vp and ac- 
count executive. He formerly held 
a similar position with MacManus, 


incorporated as the ABP in 1916. This picture is of the first annual meeting, held in John & Adams, New York. Mr. “t 


ABP was born in 1906 as the Federation of Trade Press Associations and 


Phillips is one of the founders 
and a former vp of Modern Indus- 
try, which merged with Dun’s Re- ah 
view in 1953 (AA, June 29, ’53). : 


Washington, D. C. in 1907. In a very real sense, the men who met there that year were the 
founding fathers of modern businesspaper publishing. They had faith in the 

large destiny of soundly edited and managed businesspapers. The principles they stood 
for—the guiding precepts of ABP over the years—have helped raise the business 

press to ils present position of influence in the business world. 


get between $7,000 and $14,000. 

Top editor of a consumer mag- 
azine makes $20,950; top editor on 
an ABC business magazine gets 4 
| $10,040 on books grossing up to ~ 
| $250,0 000, and $16,750 on books : 
| grossing over $1,000,000; top editor ie 
lon a BPA magazine earns between ie 
($8, 100 and $19,500, depending, 
| senin, on the gross. 


Ad Council Opens Overseas 
| Aid Campaign Via Churches “8 
The Advertising Council, in co- } 
joperation with three religious :. 
|groups, will launch a Religious 
Overseas Aid campaign in March. ~ 
| Through newspapers, radio, tv, SY 
jcar cards and company publica- ge Fe 
| tions, the public will be asked to 
Sraguenpetecen money through church- 
@€s or synagogues to help distribute 
| food, clothing, medicine and other 
|relief items overseas—including 
|millions of pounds of U.S. sur- 
|plus commodities. The money 
will also help maintain orphanages, 
|hospitals and health projects. 
| The campaign is being conduct- 
ed on behalf of “One Great Hour ~ a 
of Sharing” (Church World Serv- ie 
ice-National Council of Churches); 
“The Bishops’ Fund” (Catholic 
Relief Services-National Catholic 
Welfare Conference); and “The 
UJA Passover Appeal” (Synagogue 
Council of America). Bryan Hous- 
ton Inc., New York, is the volun- 
teer advertising agency. 


| of building the future (Nom || 


\. NOW! 


51, 025 


~ PRa t Sept. 30, 1954, Para. 28-b 


Where will business be in 2006? Fact is, throughout the years ABP has been dedicated 
Everybody agrees, it will be up . . . way up! And to solving the problems of businesspaper readers and 
reckoning from their performance in the past 50 years, advertisers . . . has stood firm in the faith that respon- 
the member papers of ABP will have had a big hand sible journalism is the taproot of sound advertising 


in building these new heights for business. values . . . and has played a major role in helping to 
raise the business press to its present position of 
How? influence in the American economy. 


With every new research, with every tough problem 
solved on an engineer’s drawing board . . . and every And as a working partner of business, industry and 
rofession, ABP will continue to de- 


@ BIGGEST pop. gain—18% last 5 yrs. 
®@ BIGGEST home building boom. Over $7 


new sales angle developed by a canny merchandiser the advertisin 


. . the nation’s economy grows because an informed 
and continuously informing business press is working 
as an arterial system distributing the new knowledge 
to all parts of business and industry. 


vote itself to furthering the nation’s growth during 
the years ahead . . . by increasing the usefulness of 
businesspapers to their subscribers—and helping ad- 
vertisers get a bigger return on their investment! 


THE ASSOCIATED BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N. Y. 
All members of ABP are proud members of ABC 


Million in new construction in '55. 


@ OVER 100 INDUSTRIAL PLANTS. Vaive 
of monvufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Exciuding Chicago) 
Ww $147 MILLION SUBSCRIBER RETAIL PURCHASES 
we $30 MILLION SUBSCRIBER FOOD PURCHASES 


THE 


Daily Pantagraph 


BLOOMINGTON-NORMAL, LL. 


Represented by Gilman, Nicoll & Ruthmon 
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Rayon Institute 
Hikes ‘56 Budget 
25%, to $2,000,000 


New York, Feb. 28—American 
Rayon Institute will launch its 
largest advertising campaign this 
year, with special emphasis on 
rayon for tire cord, home furnish- 
ings, and men’s and women's ap- 
parel. 

The advertising and promotion 
budget has been upped from $1,- 
600,000 to $2,000,000. Of this 
amount, $1,310,000 will be spent 
for publication space. McCann- 
Erickson is the agency. 

Benjamin Wood, executive di- 
rector, at a press conference last 
week, reported that 1955 was the 
“biggest year in the history of the 
rayon industry.” Output in °55 hit 
972,800,000 lbs., 9.8% more than 
in 1953, the previous record year, 
and 15.6% more than in 1954. 

“Despite production cutbacks in 
the automobile industry this year,” 
Mr. Wood said, “1956 may be as 
productive as °55. Tire manufac- 
turers expect replacement orders 
to take up much of the slack.” He 
predicted demand for rayon tire 
cord would hold to within 10% of 
"55 levels. 

“Meanwhile,” he said, “the ex- 
panding industrial market and in- 
creasing demand in home furnish- 
ings and men’s and women’s ap- 
parel could well maintain current 
high levels of total production 
throughout ’56.” 


s Largest share of the institute’s 
"56 ad budget will be spent on 
promoting rayon tire cord. Col- 
lier’s, Life and The Saturday Eve- 
ning Post will carry a total of 18 


iS CHA‘NNEL 3 


in 
‘WICHITA 


EFFECTIVE 


Your “ MAY? 


for the 
center 
of the 
nation 


between 
In addition, 


four-color pages 
| Spring and early fall. 


‘business papers will be used to| 
'reach tire marketers, 
and tire manufacturers and fleet) 


automotive 


owners and operators. 

“Tire cord is the biggest single 
end use of rayon today,” Mr. 
Wood said. “In ’55, tire makers 
used more than 425,000,000 Ibs., 
an increase of about 22% over ’54.” 
The institute, Mr. Wood said, 
will continue its successful wom- 
en’s apparel advertising this year 


late | 
spreads in Charm, 


with a_ total 
Harper’s Ba- 
zaar, Mademoiselle, Seventeen, The 
New Yorker, the New York Times 
Magazine, and Vogue. 

Home furnishings 
will be increased about three times 
over '55. A total of 15 four-color 
insertions are planned for House 
Beautiful, House & Garden, and 
Living for Young Homemakers. In 
addition, 12 ads will be aimed at 


| decorators in Interiors and Interior 


Design! a special ad will be used 


furnishings supplement, and 
campaign will be launched in Re- 
jeoting Daily. 
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of 23 four-color|in The New York Times’ home| special markets and timely events, 
a Mr. Wood said. 


Men’s apparel advertising will 


| be more than doubled in 1956. The 


|New Yorker will carry 12 four- 


eiesatietan| s The shelter magazine ads will|color insertions between Father's 


continue using the current “dream | Day and Christmas, with promo- 


a room” 
|yvarious decorative uses. 
decorator magazines will 
rayon “at home with the best de- 
sign,” 
and new fabrics. All business pa- 


Ads 


per advertising will be geared to| 


theme, showing rayon in/|tion geared 
in| events. Men’s apparel, 
show | said, will be given exceptionally 


to special selling 


Mr. Wood 


heavy trade advertising. The 


with emphasis on carpets|schedule calls for the back page 


|of Daily News Record every other 


} 


Tuesday, a page a month in Men’s 


* 


- 


Action-in-business! The businessman is always in a hurry. 
To pick up the phone, to send a wire, to reach an associate 
or customer fast by radio, telephone or intercom... 
one of these instruments may often spell the difference 


any 


action-in- 


results when you advertise to business in 


where 750,000 businessmen read and shop Nation’s Busi- 
ness’ pages for time-saving ideas that mean lower costs, 
greater efficiency, better service and higher profits. Capi- 
talize on it asa marketplace for your own product or service. 

It’s a significant fact—550,000 of Nation’s Business’ 


between profit and loss. That’s why a minute saved for the 
businessman frequently turns into a dollar earned for the 
communications marketer. 

If you can save time for the businessman, it pays to tell 
him in Nation’s Business. For here is a busy executive com- 
munications center for all commerce and industry... 


750,000 subscribers are owners, partners and presidents . . . 
“business owners” who make basic buying decisions for 
their companies. What’s more, you get a representative 
geographical cross-section . . . more than 250,000 sub- 


WicHITA KANSAS scribers are in cities over 50,000 population, 500,000 in 


Represented by 
Edward Petry & Co., Inc. 


TOWER HEIGHT 1.6070 reer | 

MAXIMUM POWER 100.000 KW 

COVERAGE 1,033,000 

40% oe KANSAS POCULATION 

PLUS 8 OKLAHOMA COUNTIES | 

Tole, Ht ot SALES 
$1.1 45.000 
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INation’s Business 
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Wear, 12 pages in Esquire’s Ap- 
parel Arts and four pages in the 
quarterly, Gentry. Many of these 
ads will feature testimonials from 
manufacturers of slacks, rainwear 
and other outerwear. 

A series of institutional ads will 
be run in Daily News Record and 
Women’s Wear Daily. 


s Mr. Wood disclosed that the in- 
stitute and its agency, McCann- 
Erickson, have been conducting 
five different copy studies and a 


motivation study. |and research is to benefit the in- 

At the start of each campaign, | dustry. As a result of the institute’s 
he said, copy studies are made to | advertising in the past few years, 
determine which copy appeal “has he said, a number of individual 


the most teeth.” This has been par- |companies have increased their ad- | 


ticularly important, he said, in| vertising appropriations and have 
connection with tire advertising, adopted new advertising programs 
where safety and strength factors and new market research methods. 
have to be evaluated. These; Concerning E. I. du Pont de Ne- 
studies led to the creation of the | mours & Co.’s advertising program 
slogan, “Nine out of ten cars ride | for nylon tire cord, Mr. Wood said 
on rayon,” Mr. Wood said. that even though it is a member of 

Mr. Wood stressed that the func-|the rayon group (AA, Jan. 23), 


tion of the institute’s advertising |du Pont makes both types of fiber | 


39 


and necessarily promotes both.,;“we believe that the rayon in- 

But, he added, “Du Pont is giving dustry’s emphasis on research and 

the institute’s campaign for rayon|new fabric development are the 

‘its full support.” best insurance that rayon will con- 
| tinue to prosper.” 

|@ Mr. Wood sees no limit to ray-| The institute, the promotion arm 

|on’s future. “No man-made fiber,” | of the rayon industry, was found- 

|he said, “can be static. Anything|ed in 1953. Its initial budget was 

that comes out of a laboratory is | $750,000. Its members are the ma- 

always subject to control and im-| jor rayon fiber producers. 

provement. And that is certainly 

| true of rayon, with its long history | William Nicosia Adds One 

of scientific development. William Nicosia Advertising, 

“ ” ‘ | 

For the year ahead,” he said,|New York, has been appointed to 

|handle advertising for Gibraltar 


business 


(Long lines) 


(Informative) 


(Classified) 


CORPORATION 
EXECUTONE, INC. 


CORPORATION 


Communications Equipment 
Advertisers In 
Nation’s Business 
1955-1956 


AMERICAN TELEPHONE & TELEGRAPH COMPANY 
AMERICAN TELEPHONE & TELEGRAPH COMPANY 
AMERICAN TELEPHONE & TELEGRAPH COMPANY 


CARTER MOTOR COMPANY 
CONNECTICUT TELEPHONE & ELECTRIC 


FELT & TARRANT MANUFACTURING COMPANY 
GRAY MANUFACTURING COMPANY 
INTERNATIONAL TELEPHONE & TELEGRAPH 


KELLOGG SWITCHBOARD AND SUPPLY COMPANY 
STROMBERG-CARLSON COMPANY 

WESTERN ELECTRIC COMPANY, INC. 

WESTERN UNION TELEGRAPH COMPANY 


Trading Co., New York importer 
of cultured pearls. A trade and 
consumer advertising campaign is 
planned featuring Gibraltar’s new 
registered trademark “Seed of the 
Sea” cultured pearls. 


Evans Named Represeniative 
Keith H. Evans & Associates, Los 
Angeles and San Francisco, has 
been appointed western represen- 
tative of National Miller Publica- 
tions Inc. for the states of Wash- 
ington, Oregon and California. 


“So who’s uncouth? 
Even Sydney Harris hates the 
opera. And you know how | 
feel* about Sydney Harris!” 


*Readers of the Chicago Daily 
News do fee! strongly about 
Sydney J. Harris. They love him or 
they can’t stand him. Applauded 
or assailed, the ubiquitous Mr. 


cities and towns 50,000 and under . . . more than double the 
totals for the next two general business books combined. 
Telephones, dictating machines, switchboards . . . inter- 
coms, telegraph, industrial TV. . . Nation’s Business runs 
the gamut of communications equipment, numbers some of 
the field’s biggest names among its roster of advertisers. 
The more successful the advertiser, the better he knows... 
action-in-business results when you advertise to business in 
Nation’s Business. Washington—New York—Cleveland— 
Detroit—Los Angeles—Chicago—San Francisco. 


Ist QUARTER ADVERTISING GAIN + 28%... Advertising 
volume for first 3 months shows 28% increase over same period 
1955. Among new accounts are Missouri-Kansas-Texas Lines — 
Railway Express (Air Express Div.) — Dodge Bros. Corp. — Ply- 
mouth Div., Chrysler Corp. — Frigidaire Div., GM — State of 
Missouri — Felt & Tarrant (Consumer Div.) — IBM (Electric Type- 
writer Div.) — Globe-Wernicke — Int'l Harvester (Motor Truck 
Div.) — Armco Drainage & Metal Co. — Utah Power & Light Co. 


Harris writes his regular column, 
“Strictly Personal,’’ as well as the 
drama reviews (hiss!) for the 
Chicago Daily News. And pulls in 
scores of letters a week (friend 
and foe). Yes, Mr. Harris is defi- 
nitely one of the attractions which 
appeal to more than 600,000 Chi- 
cago families every day. He is, 
indeed, stimulating evidence that 


THE CHICAGO DAILY NEWS 
Chicago's Growing Newspaper 
HITS HOME 
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Falstaff Buys 
Texas Brewery, 
Eyes Another 


(Continued from Page 2) 
Meanwhile, Mr. Beffa said his 
engineers and brewing technicians 
will proceed immediately in map- 
ping plans for a major plant re- 
habilitation he said is necessary 
before production of “premium 
quality can be started.” He added: 
“Falstaff has long looked for- 
ward to the opening of a plant in 
Texas, to which our product—a 
leading brand in the state for 
many years—has had to be shipped 
all the way from our other plants 
during the peak scason.” 


® Falstaff says that it had, as in 
many previous years, outsold all 
other brands in Texas in 1955. 
Sales of more than 800,000 bbls. in 
the Lone Star state last year con- 
tributed to the over-all total of 3,- 
652,000 bbls., which gave Falstaff 
fourth ranking in sales among all 
the nation’s breweries. 

Falstaff’s advertising account is 
handled by Dancer-Fitzgerald- 
Sample, New York. 


FALSTAFF FETES 3RD 

YEAR IN S.F. VIA TV 

San Francisco, March 1—Fal- 
staff Brewing Co. tonight cele- 
brated its third anniversary of dis- 
tribution in this area with a 90- 
minute television “spec.” 

The program originated at KGO- 
TV, with Vivian Blaine, the 
Sporismen quartet, Comedian Jon- 
athan Winters and Peggy Ryan 
and Ray McDonald in the spot- 
light. 


duced the $50,000 telecast, with 


TV, Bakersfield; KJEO-TV, Fres- 
no, and KCCC-TV, Sacramento. 
Dealers and _ distributors 
their families and friends were 
special guests at the San Francisco 
Opera House, where the video cel- 
ebration was held. Falstaff’s 
spokesman on the show was Dizzy 
Dean, who handles the commen- 
tary for the Falstaff sponsored 
baseball game 
CBS-TV. 


HE CAN HELP YOU 


If you're looking for 
National Distribution 


Barney Kingston 
Merchandising Director 


lf you're a monufacturer, distributor or 
advertising agency executive seeking 
quick national distribution vio the inde- 
pendent direct selling field this may be 
the most important message you ever 
read. 

You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 

The service of our experienced merchan- 
dising staff is available at no cost. 
They'll analyze your product, see if it 
has resultful direct selling possibilities. 
if your product quolifies they'll present 
o 32-year ae oo for speedily 
giving 48-state distribution—c plan that 
storts over new componies every 
month ... . many of which now do a 
multimillion dollar business. 

Don't lose another day's sales. Write 
now to Barney Kinaston, Merchandising 
Director, Dept. A-197, Opportunity Mag- 
ezine, 850 North Deurborn Street, Chi- 
cago 10, Itinois. 


er. The show was fed to KBAK- | 


of the week on 


s Dancer-Fitzgerald-Sample pro-| 


Dave Nyren as executive produc- | 


and | 


payee 


Unox Ham Steps Up Drive Built around a “Ham for Easter” 

Atalanta Trading Corp., New| program, advertising will run in 
York, has launched an intensive | newspapers, television, and radio 
advertising and promotion cam-|plus promotion on the Luncheon 
paign for Unox ham, which the|is Served merchandising enter- 
company imports from Holland. |prise. Markets to be covered in- 


‘clude New York metropolitan and| EJy Landau Changes Name 
| upstate, 
|Seaboard, Pennsylvania, Midwest! production affiliate of National 
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New England, Atlantic! Ely Landau Inc., New York, the 
and the West Coast. Ralph D.| Telefilm Associates, tv film dis- 
Gardner Advertising, New York, |tributor, has changed its name to 
handles the Unox account. | National Telefilm Productions. 


HOW BROWN-FORMAN HAS BE; 
FROM LOUISVILLE’S NATURAL | 


AND INDUSTRIAL EXPANSION | 


“Louisville was in its 90th year when my grandfather founded Brown-Forman 
Distillers Corporation here in 1870. Since that time we have grown and 
benefited from Louisville’s vigorous industrial expansion and progress until 
today our employees total 1,234, 
dollars. The abundant supply of pure limestone water, highly essential to the 
production of fine bourbon whisky, and the city’s excellent air, rail and water 
transportation facilities make it an ideal location for industry. We are both 
fortunate and proud to have been a part of, and to have prospered from, 
Louisville’s continuous growth and progress over the years.” 


Brown-Forman, the nation’s largest independent dis- 
tiller, has a production capacity of more than 300 
barrels per day and warehousing facilities for better 
than 105,000 barrels. The company recently ex- 
panded its shipping facilities to accommodate 16 
trucks and 15 freight cars. Seven other major dis- 
tilling companies operate plants in Louisville. 


Lell LOuisvitLe 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Courier-Zournal - THE LOUISVILLE TIMES 


381,468 Daily Combination + 314,966 Sunday 


with an annual payroll of nearly eight million 


Already the world’s largest producer of major 
appliances, General Electric’s Appliance Park has 
announced plans for a sixth manufacturing plant. 
The new facility will make room air conditioners, 
employ 900 additional people at full production and 
increase General Electric’s vast manufacturing 
capacity in Louisville by about 264,000 square feet. 


abl ith. worth / 


Represented Nationally by The Branham Company 
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‘Willmarker’ Mckes Debut under the editorial direction of|tion rates start at $32 for single | 
Willmark Service Systems, 250| Joseph E. Bernstein, exec vp. The} copies, with lower rates for mul- 
W. 57th St., New York, a shopping | four-page newsletter will discuss tiple subscriptions. “The Willmark- 
and shortage control service, will |such topics as shoplifting, employe | er” will be published by Willmark 
publish a monthly newsletter, “The | pilferage, price changing and other | Publications, new subsidiary of 
Willmarker,” beginning in March, | related subjects. Annual subscrip- | Willmark Service Systems. 


|NEFITED 
FRESOURCES 


GEO. GARVIN BROWN 
PRESIDENT 
BROWN-FORMAN DISTILLERS CORP. 


LE’S POPULATION UP 79,000 IN. FIVE YEARS 


The world’s largest manufacturer of baseball bats, Hillerich 
and Bradsby Company, is also the nation’s fourth-largest pro- 
ducer of golf clubs. The 100-year-old firm produces the famous 
“Louisville Slugger” baseball bat and two well-known golf 
clubs — “Louisville Grand Slam” and “Power-Bilt”. Both 


TV Rights to 
Sports Events 
Will Cost More 


(Continued from Page 3) 

lieve the series has been sold a 
great deal too cheaply in recent} 
years. Most prognosticators seem | 
to think a bid of $3,000,000 will | 
be sufficient to get an advertiser 
in the tv sponsor’s box in 1957. 
Others see players’ representatives 
and their lawyer trying to hike 
the single series. Only the commis- 
sioner has authority to make the 
deal. 

In his absence, Commissioner 
Ford Frick’s office said it doesn’t 
expect serious negotiations on the| 
57 contract to begin for quite a 
while, though the spokesmen 
guessed there had been some offers. 
Mr. Frick, who is touring training 
camps, this week told reporters) 


that his office had no major prob-| # 


lems now “except for radio and! 
television, which will always be | 
with us.” 


® Maxon indicated that Gillette) 
has not talked with the commis- | 
sioner yet, but it’s a sure bet that 
the razor manufacturer will make | 
a strong bid at what it considers a 
propitious moment. 

Finding out how much advertis- | 
ers or telecasters pay for rights to 
sporting events is like asking) 
women how old they are. General-| 
ly they won’t tell you, because! 
they don’t want the competition to 
know. 

In the past the country’s No. 1) 
sports sponsor has passed up some | 
traditional features when it felt) 
they were over-priced. The Preak-| 
ness and Belmont Stakes horse) 
races were left off the Gillette| 
tv schedule one year for this rea- 
son. They were back in 1955, with 
the rights going for less than $50,- 
000. 


Tv cameras were permitted into 
the Kentucky Derby a couple of 
years ago for $100,000. The razor 
maker paid approximately $150,000 
for rights to the turf classic in 
1955; that figure will hold for this 
year’s telecast on CBS. 


® The tv-radio sponsor gets into 
the Rose Bowl football game by 
paying an admittance fee of not 
quite $500,000. Gillette has a long 
contract to air the daddy of the 
bowl games. 

Broadcasting rights for the 
Orange Bowl in 1955 reportedly 
cost about $275,000. Buick spon- 
sored this game on CBS-TV; it was 
carried on CBS Radio by R. J. Rey- 
nolds Tobacco Co. and Bristol- 
Myers. 

Gulf Oil Corp. got the Sugar 
Bowl, which was aired on ABC 
Radio and Television, for more 
than $100,000. Dodge division of 


Chrysler Corp. reports it spent 
$250,000 on sponsorship of the 
Cotton Bowl meet and attendant 
promotion, but the auto maker 
would not say how much of this| 
went for rights. 

The National Broadcasting Co. | 
paid $1,250,000 for tv rights to the | 
National Collegiate Athletic Assn.-| 
approved schedule of eight nation-| 
al and five regional football games 
in 1955. Three-fourths of the 
games were co-sponsored by Avco, 
General Cigar, and Schick. Sta-| 
tions were permitted to sell one- 
fourth on a co-op basis. 


® In 1954 American Broadcasting 
Co. outbid NBC for these college 
games, but it turned out to be a 
Pyrrhic victory for ABC, which 
reportedly lost a great deal of 
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“Yo naacanggae" 
They couldn't taste fresher if they grew 
im the box...money can’t buy finer :traw- 
berries: plump, fcicy Marshalls fresh 
from the berry patches of the northwest 
Pairmont washes them, checks the stems, 
lightly sugars and quick-freexos thex. 
whole. Freak, firm and flewless, they 
Mterally melt im your mouth 


EYE-STOPPER—Fairmont Foods Co., 

Omaha, has this appetizing, two- 

color ad for its frozen strawberries 

running in February and March 

issues of the New York Post. 

Doyle Dane Bernbach Inc. is the 
agency. 


posed that the 1956 tv football 
program follow the 1955 pattern. 
It is expected that the member- 
ship, which is now voting on the 
plan, will approve it. The tv com- 
mittee will meet March 7-8 in 
New York to accept bids from tele- 
casters. Bids will be submitted at 
2 p.m., EST, March 7. The rights 
will be assigned by the time the 
two-day meeting ends. A bid of 
$1,250,000 is expected to be suffi- 
cient. 

CBS will telecast professional 
football games Sunday afternoons 
for 12 weeks starting Sept. 30. 
Several games will be seen each 
Sunday on enough regional hook- 
ups to cover most of the country— 
except league cities where a game 
is being played at the same time. 


® Columbia is now negotiating 
with the league teams, some of 
whom have long-standing agree- 
ments with regional sponsors. In 
previous years pro football was a 
regular attraction on the old Du- 
Mont Television Network. 

The CBS picture is far from 
clear at this point, since firm 
agreements have been worked out 
with only two of 12 clubs, but 
tv sports experts estimate that 
CBS’ weekly bill for pro rights 
will come to at least $100,000. 

At the moment football seems 
a far way off to most televiewers, 
who are looking forward to a tor- 
rid baseball season. The subject of 
who’s who in the sponsor booth 
in major léague diamonds around 
the country—and what can be 
determined about what they are 
paying—will be treated separately 
in a forthcoming article. 


Joint Color Study Planned 
National Broadcasting Co. and 
Batten, Barton, Durstine & Osborn, 
New York, have authorized Ad- 
vertest Research to study the 
growth, development and impact 
of color television in a_ typical 
medium-size U. S. city. The first 


|series of interviews with a proba- 


bility sample of 4,000 families al- 
ready has been completed. 


Al Hichardson Promoted 

Al B. Richardson has been pro- 
moted from director of public re- 
lations to vp by Life Insurance 


money on the deal. Regional spon- | Co. of Georgia, Atlanta. With the 
sors were lined up shortly before|company for nine years, he will 
kickoff time, but not at a high| continue to direct advertising and 
enough fee to cover the network’s| public relations. Mr. Richardson is 
investment. current president of the Life In- 


products are distributed internationally. 


The NCAA's committee has pro-! surance Advertisers Assn. 
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one of the 
“FIRST 100 MARKETS” 


QUAD-CITY POPULATION 


>" 


Among Sales Management's 166 
Standard U.S. Metropolitan 
County Areas 


. . 7 
57% LIVE ON ILLINOIS SIDE 


Represented By 
ALLEN-KLAPP CO. 
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Coenventiens 


*Indicates first listing in this column. 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 


, 4 


March 10-14. Advertising Specialty Na- | 


tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. | 

March 22-24. Advertising Federation of | 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fla. ~». 

March 26-28. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Royal York Hotel, Toronto. 

April 4-6. American Public Relations 
Assn., 12th annual] conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 


PAUL F. VOLLMER, advertising man- 
ager of Blaw-Knox Co., Pittsburgh, 
has been elected president of the 
Exhibitors Advisory Council, New 
York. The council is a non-profit, 
fact-finding organization to im- 
prove trade shows and exhibitions 
as sales and advertising media. 


Hot Springs, Va. 
April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 


oP a ae i, f 

P Pi): e ’ oie 

‘The Moline Dispatch 
: ‘ : tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
| April 18, Waldorf-Astoria Hotel, New 
| York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 41st annual convention, Royal 
York Hotel, Toronto. 

May 3-4. _ International 
Assn., annual convention, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston 


Pe nyt SERRE i 


Is your vehicle’s 


performance 


Advertising 
Hotel Plaza, . 


right or wrong? 


May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
| tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 


Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
> 2 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhibit, 
Hotel Statler, Detroit 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

*Oct. 22-24. Assn. of National Advertis- 
NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St, New York 17, Oxford 7-1280 « Sheldon B. Newman, 435 N. Michigan Ave., Chicago MI, Sta, akan aaa ioe 
Superior 7-4680 © Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-340] © William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, | od Aakesten, MER hecbeseniee, bas O6- 


Test it and S€eC ... The media selection engineer will 
quickly tell you that if the vehicle of your choice is The Grand 
Rapids Press in the “Billion Dollar-Plus” Western Michigan 
market—then the performance of your products will be RIGHT! 
WHY? The market can be sold thoroughly and economically 
with a single newspaper—The Grand Rapids Press—a newspaper 
that offers you metropolitan coverage in more than nine out 
of ten homes, with a total circulation of 112,331*—62,840 more 
Gr ¢ than any other West Michigan daily. 
2 Tat 147 Mili Grand Rapids is the largest city in Western Michigan and is 
Sr yo = the hub for the vast sales opportunities of Western Michigan. 
hes Grand Rapids employment is at an all-time high with a total of 
122,800. The trading area is free of overlapping influences and 
well balanced between manufacturing and non-manufacturing. 
For this reason Grand Rapids is a number one test market 
in the experience of countless national advertisers. 


COVER WESTERN 
MICHIGAN WITH 


COLOR 


R.O.P. COLOR DAILY 


WEST MICHIGAN’S LARGEST MARKET 
CAN BE YOURS WITH YOUR CAMPAIGN IN 


The Grand Rapids Press 


*ABC PUBLISHERS STATEMENT 9-30-55 


SPAPERS 


BOOTH NE 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


THE FLINT JOURNAL 
THE ANN ARBQR NEWS 
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Theirs is the most 


complicated simple business 


Television advertising is a very simple 
business. It’s nothing but showing people what 
you have to sell, and telling them about it. 

It’s the business of the men and women above 
—the Television Commercial Department of 
Young & Rubicam. 

But why are there so many of them? 

To do that simple business well is probably the 
most complicated business in the world. It calls 
for more different abilities than any other part of 
advertising. 

So, what you see above are writers and super- 
visors, artists and art directors, film producers, 
musicians, “‘live’’ directors, stylists, color experts, 
and researchers. 


in the world 


What you cannot see is the truly remarkable 
breadth and depth of experience that lie behind 
those titles. 

One man has had 20 years with a major Holly- 
wood studio. Another had his own orchestra. There 
are ex-editors, authors, actresses, teachers, sales- 
men, illustrators, song-writers, fashion-writers, and 
a bewildering assortment of other backgrounds 
represented. 


Result: a wealth of experience that can come up 
with the answers to almost any problem of words, 
music, pictures, or production. 


Plus the specialized ability to express those an- 
swers in fresh, exciting, dramatic ways. 


Plus the instinct for thoroughness in handling 
the hundred-and-one details that often makes the 
difference between average and great. 


When you add it all up, you can see why 
a group like this has a better-than-average chance 
of turning the complicated business of television 
into the simple, sound, sales-producing method of 
advertising it can be. 


Young & Rubicam, Inc 


ADVERTISING 


New York « Chicago « Detroit + San‘Francisco + Los Angeles 
Hollywood « Montreal *« Toronto « Mexico City + London 
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purchase them. So we commis- 
'sioned Dr. Dichter to conduct a 


Old Fitz Candlelight Decanter Scored High 
consumer survey.” The study, be- 


as ‘Gracious Living’ Symbol, Says Dichter a Tk Sa, Wak Comiaen ‘en 


San Francisco, Feb. 28—The| Walter Landor & Associates, San | cently. 
“self image” of the average bour- | Francisco industrial design organ- | 
bon whisky drinker, it appears, is | ization. 
that of one who lives graciously.| Of course the design had been| Real Motivational Appeals of the 
At any rate, a whisky package okayed and in production long be-|Old Fitzgerald Decanter,” asserts 
based on this appeal did very well | fore the test was undertaken. “We that the practical, functional re- 
in the 1955 Christmas decanter; were pretty sure, in our own Use appeal, although important, is 
derby, according to Dr. Ernest! minds, as to the soundness of the|“secondary in determining con- 
Dichter, who heads the Institute | reasons behind our styling of the sumer response.” 
for Motivational Research, Croton-|Old Fitz decanter,” Landor re-| “There is a contradiction,” the 
on-Hudson, N.Y. “counted to AA. report says, “between the rational 
The gracious whisky package on| “However, we wanted an un-| surface ranking of the various de- 
which Dr. Dichter reported was| biased appraisal, not only of our /canters in terms of preference for 
the Old Fitzgerald Candlelight|}own Candlelight design, but of | practical re-use value and the tone 
decanter, designed for Stitzel- | Christmas decanters in general and |4Md content of free associations— 
Weller Distillery, Louisville, by!the reasons why liquor buyers|°f what actually ran through the 
consumers’ minds as they looked 
|at the decanter.” 
2 Liquor buyers contacted in the 
course of the study revealed “emo- 
|tional intensity and involvement” 
| las they discussed their selection of 
| |one decanter as against another. 

| Very often the consumer made 
=| |his selection, the report asserts, on 
& | the basis of the ability of a given 


3 Kd highlights 


~~ 
io © FOR RELIABLE REPRESENTATIO 
/ ‘Se IN THE SURGING SOUTHEAST 


American Motel Magazine 
Retains The Dawson Company 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Florida 


_Northern California’s importance 
to the “WIDE WIDE WORLD” => 7, 
“ 8 
. ee y 
K Sd j ‘ 
W { 
KRON-TV cameres contributed a total — > fn | i \\ 
of nine different locations—more local 4 ; h $ 1 Se gif 4 » . 
originations to “Wide Wide World” * ‘1 : /y™- 


than any other NBC affiliated station. 


|@ Dr. Dichter’s report on “The 


“| image of bourbon as a drink. 


CANDLELIGHT AND BOURBON—Stitzel- 
Weller, says Dr. Ernest Dichter, 
did well in using a “gracious liv- 
ing” appeal in its 1955 Old Fitz- 
gerald Christmas decanter pack- 
age, designed by Walter Landor & 
| Associates, San Francisco. 

| 

|brand or a given package or de- 
|sign to express something distinc- 
tive or desirable about himself. 


® The Old Fitz decanter, Dr. Dich- 
ter discovered, was, more often 
than any other single decanter, 
noticed, commented upon and pur- 
chased because “it seemed to tell 
the buyer that he was not just an 
ordinary run-of-the-mill person. 

“Another related element in the 
|emotional response to this decant- 
|er,” the study points out, was “the 
ability of the suggested candlestick 
use, and the associations with can- 
dlelight, to suggest relaxed and 
gracious living, of his social setting 
as a personality characteristic of 
the giver and the recipient. 

“This,” Dr. Dichter continues, 
“is one of the important factors of 
the self-image of the bourbon 
drinker. He does not see himself 
as the young, tense, quick, hurried 
individual, but rather as the re- 
laxed, mature, grown-up and gra- 
cious drinker of fine liquor. 

“In this sense, the Candlelight 
decanter has the power to express 
what the purchaser wants to say 
about himself and matches his 


s “The candlelight association also 


atten 


| status and conveys a note of home 


stimulates thoughts of respected 


and family setting, as well as a 
connotation of moral wholesome- 


| Fortune and Gourmet. 


"sfomovs cable 


Yes, Northern California is important to 
the “Wide Wide World’’ and) KRON-TV 
is a must buy to reach ihe greatest share 
of that important market. 


San Francisco 
RONT 


Pa 
& 


Represented Nationally _— \ 
by Free & Peters, Inc. = 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 


_| accepted and respected association 


|ness. A number of bourbon buyers 
;at Christmas desire this morally 


for the giving of liquor.” 
Julian P. Van Winkle, president 
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of the sales records achieved by 
the package to continue use of the 
Candlelight decanter and the pour- 
ing illustration in Old Fitz ads ap- 
pearing in the February issues of 
Winius- 
Brandon Co., St. Louis, is the 
Stitzel-Weller agency. 

The Candlelight decanter, ac- 
cording to “Ed Gibbs Liquor In- 
dustries Newsletter,” was top sell- 
er among bonded whiskies in de- 
canters, with 43% of dealers, as 
against 22% for I. W. Harper, 18% 
for Old Forester and 17% for Old 
Grand Dad. The Candlelight de- 
canter was credited with pushing 
Old Fitz ahead of the field. 


Reynolds Metals Plans 
$43,000,000 Expansion 

Reynolds Metals Co. is planning 
a $43,000,000 expansion of its Tex- 
as and Alabama facilities. Of this, 
up to $30,000,000 will be spent to 
increase the capacity of the La 
Quinta alumina plant in Texas 
from 1,000 tons daily to 1,500. 
Nearly $13,000,000 will be spent in 
expanding facilities of the alumi- 
num sheet mill in Alabama. 

A projected 200,000,000 Ib. re- 
duction plant in Alabama will de- 
liver most of its output to a new 
foundry which Ford Motor Co. 
plans to erect adjacent to the 
plant. Reynolds has contracted to 
deliver 640,000,000 Ibs. of primary 
aluminum to Ford within the next 
ten years. According to J. Louis 
Reynolds, exec vp, “This is rec- 
ognized in the aluminum industry 
as evidence the industry plans to 
use aluminum in increasing quan- 
tity in manufacturing motor cars 
of the future.” 


Ontario Plans Repeat of 
Travel Ad Campaign 
Newspaper advertising helped 
make last year’s “Know Ontario 
Better” campaign so _ successful 


that the Canadian Travel Bureau 
is planning a program for 1956, the 
Ontario travel minister has an- 
nounced. Tourists spent approxi- 
mately $250,000,000 in Ontario last 
year—a return of about $250 for 
each $1 the department spent. 


GENIUSSHIP AWARDS 
fn « Admiral’ SHEARS says 
im™ Be a genius at ad illustration and 


save money too by using the 
Stivers 3000 spot Art Handbook 
Monthly awards for the best use 


of this idea treasure chest! Free 
Brochure to agencies and Nat 


‘of Stitzel-Weller, took advantage 


Ad Mgrs. STIVERS STUDIO 
BOX 2684 + SAN FRANCISCO 19, CALIF 


a ke 


There’s 


FREE advertising space on 
your trucks... bring it to light 


= ae he 


with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, there’s a company that’s making a good use of their 


truck fleet! Brilliant signs of SCOTCHLITE 


eflective Sheeting have 


turned their trucks into 24-hour-a-day traveling salesmen. Durable, 
easy-to-maintain SCOTCHLITE Reflective Sheeting can give your prod- 


uct colorful sales appeal night and 


day—as well as being an added 


safety factor for your trucks! Why not cash in on the valuable free 
selling space on your trucks—for a free demonstration, write Minne- 


sota 
“SCOTCHLITE” Reflective Sheeting is a registered tr 


ining & Mfg. Co., Dept. AA-356, St. Paul 6, Minn. 


d rk of Minnesota Mining & Mfg. Co. SS 
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Who’s on first? 


Advertising Aae 


Everybody 


One of the pleasing thing's about publishing is that, come 
mid-winter, when last year’s figures are in... everybody 
has won! The American Gazette carried the most lines 
of advertising... but, happily, the Monthly Clarion car- 
ried the most pages. And National World?—why, Na- 
tional World carried the most pages per issue. 


Meanwhile, Weekly World (not to be confused with 
National World) had the largest dollar volume .. . 
whereas, breathing hard, Views of the Week broke the 
tape with the largest page volume per dollar per news- 
stand sale (in cities of 25,000 or more). 


Of course, while Weekly World gained the most pages 
(or was it dollars? ), the Monthly Clarion clearly gained 
faster—in terms of pages per head-of-household, that 
is. And Weekly View—or possibly Views of the Week — 
had the biggest non-Leap Year in its history! 


The American Gazette, however, chalked up the most 
consecutive gains per month (among weeklies), and 
National World had the most consecutive gains per week 
(among monthlies, of course. You’re not going to com- 
pare weeklies and monthlies, are you?). 


La! What fun. Well, here’s our part of it: 
Among all the first magazines, we are first-est. 


Not only did Business Week carry more ad pages in 1955 
than any other magazine measured by Publishers Infor- 
mation Bureau... but, in our own field—news and man- 
agement magazines—we have led for 8 very consecutive 
years. And we now lead each and every such magazine 
by a wider margin than 8 years ago. Last year we led 
No. 2 by 2,361 pages! 


Who’s on first? Everybody! Especially us. 


YOU ADVERTISE IN BUSINESS WEEK 


March 5 


WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN* 


* Except that baseball manager 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION—MEMBER AUDIT BUREAU OF CIRCULATIONS 


1058 
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;almost parallels the career of Mr. | to agency growth,” said Mr. An-| go advertising budgets. 
% uw On bf Vo Kuow T £. Anderson | Anderson. When he joined the late| derson. “For instance, at the end “We believe that this agency 
Sf > £ o = |Harry Cockfield’s Advertising| of World War II, Canadian indus-| will expand still farther in the 
Service Co. Ltd. in 1920, there|try was turning out $12 billion| years ahead,” said Mr. Anderson. 
president of Cockfield, Brown &!casters and advertising agencies. | were only three staff members in| worth of goods and services. By | “Our Toronto and Montreal of- 
T. L. Anderson, newly appointed| From 1946 through 1948, Mr.|the Toronto office of that agency.| 1955, gross national product had|fices each bill $12,000,000, making 
Co. Ltd., Toronto, is the leader|Anderson was president of the| (It merged with G. Warren|increased by 213%. | both larger than Canada’s third 
in a movement, never undertaken |Canadian Advertising Agencies| Brown’s National Publicity Ltd. to) |largest agency. It is imperative 
before, to educate U.S. manufac-| Assn. In his first year of office | form Cockfield, Brown in 1928.) |= “But in that same period,” said | that we continue a lateral expan- 
turers on the versatility and com-|he was awarded a medal for dis-| One indication of growth is that) Mr. Anderson, “our agency’s busi-|sion to offer those services now 
petence of Canadian advertising | tinguished service in the advertis- | 14 of CB’s clients, whose budgets|mess had increased by 448%.)| desired by clients. 
agencies. ing field by the Assn. of Canadian totaled $698,000 in 1935, invested | Growth reflects the“efforts of both| “The advertising agency busi- 
Mr. Anderson’s agency is plan- | Advertisers. | $7,228,000 in advertising in 1954. (client and advertising agency;) ness is as competitive as any other 
ning a series of informative ads The story of Cockfield, Brown “There is no magic, no secret | when product sales increase—up|form of business, and agencies 
designed to convince Americans 
that local agencies can plan a bet- 
ter campaign on “home” soil than | 
can their U.S. counterparts. A} 
number of these are opening of- | 
fices in Canada for the express 


T. L. Anderson 


purpose of handling accounts on 
both sides of the border. Cock- 
field, Brown’s ads are to appear 
in the very near future in leading 
American publications, Mr. Ander- 
son told AA. 

Mr. Anderson has for decades 
played a prominent part in the 
Canadian advertising scene. He | 
entered the profession in 1920, | 
after a career in manufacturing, 
wholesaling, and retail selling. 

Upon the formation of Cockfield, 
Brown, in 1928, he was named 


director, vp and manager of the. 
Toronto office. He was elevated to 
the position of managing director | 
of the company in 1942 and this | 
year became president. 
@ In the war years he was vice- 


chairman of the operating commit- | 
tee for the advertising agencies | 
which handled promotion for war | 
financing. He also held the posi-| 
tion of chairman of the National 
Radio Committee, made up of per- 
sonnel of Canadian Broadcasting 
Corp., Canadian Assn. of Broad- 


YOU'LL 


¢K7,? 


WALLINGFORD 
Conn. 
Without The 


RECORD & JOURNAL 


You'll miss by a country 
mile if you try to cover this 
90,000 area with Hartford and | 
New Haven newspapers. Only | 
The Record & Journal give you | 
Meriden-Wallingford —- yours 
for the selling now. 


The le 7) é OQwomans DAY tese6 
RECORD & JOURN AL Maybe you just think you’re reaching the great A&P shoppers’ market. 
Do you know that even if you buy 5 other top women’s magazines,* you still miss 51% of the 
ace ona rae : vuole ~ - hain A&P shoppers who read WOMAN’S Day? That’s because WOMAN’S Day’s circulation 
Gilmen, Nicoll & Ruthman method is totally different: it’s sold only at A&P stores. Every single copy is separately 
bought and paid for by an A&P shopper, out in the market to buy! 


*Daniel Starch Magazine Audit of Better Homes & Gardens, Ladies’ Home Journal, Woman’s Home Companion, Good Housekeeping, McCall's, Woman's Day, 
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must go forward—must continue ; takes hard work. 


to offer leadership in all forms of 


marketing—or they will fall back,” ed on to hard work. But ideas are | 
|what we produce, and ideas are | 
|always good currency.” 


Mr. Anderson declared. 


® According to Mr. Anderson, the 


biggest expansion will be in re-| Compton Names Roberts 

Bradley H. Roberts has been | Orodenker 
|appointed to the account staff of |delphia, to handle promotion and tion to dip this year, automotive 
advertising is continuing at a 


search, public relations, sales pro- 
motion and television production. 


“But to me, the most significant | the Chicago office of Compton Ad- | public relations for introduction of 
change,” said Mr. Anderson, “is|vertising Inc. He formerly was jits new coffee in northeastern furious pace, breaking all previous 
manager of WLOS | Pennayivania. 

Agency handles the company’s ad- | 


that the label of ‘huckster’ has commercial 
all but been buried. Ours is a|(am and fm) 


Mill Co., Asheville. 


| 


and WLOS-TYV, | 


business—a creative business. It| Asheville, N. C. Mr. Roberts also | vertising. 


jhas been advertising and sales 
“Inspiration is just a bonus add- manager of Earle-Chesterfield 


Chock Full Adds Agency 


Phila- | th 
| 


Grey Advertising | records. 


52-city index, automotive newspa- 


‘Car Sales Dip, but 
Auto Ads Jump 42%, 
‘Media Records Says 


Chock Full O’Nuts Corp., New) 
York, has appointed Maurie H.| 
Advertising, 


| 
| 


New York, Feb. 28—Although 
e auto industry expects produc- 


On the basis of Media Records’ 


i 


Here is a 100% definable audience— 

A&P’s big-family shoppers out to buy canned 
soups and TV sets, carpets and cars. You 
reach this market exclusively —without waste 
or duplication—only in WomANn’s Day, 


} 
i enenennetiiiaaiiliatel 


woman’s 


da 


A&P magazine 


- 


eral and automotive 


tising manager of Interiors, 
been named vp and 
director of Whitney Publications, 
New York. John V. Byrne becomes 


Kennedy to Chapman-Nowak 


editor of Time, has joined the copy 
staff of Chapman-Nowak & As- 
sociates, Syracuse agency. 


47 


per linage in January was up 
42.5% over the same month last 
year. 

Total linage, by comparison, was 
up 8.2%. 

Other gains reported by Media 
Records and the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., were: national (gen- 
combined), 


18.4%; general (national other 
than automotive), 8.8%; financial, 
15.1%; retail, 2.1%; classified, 
13.1%. 


Whitney Boosts Two 

Paul R. Kane, formerly adver- 
has 
advertising 


2astern advertising manager of In- 
teriors. 


E. D. Kennedy, former business 


177A82 SETS 


IN COTTON & OIL~ 
RICH WEST TEXAS 
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a? 
« 
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KDUB-TV ; 
LUBBOCK, TEXAS 
KPAR-TYV 


ABILENE -SWEETWATER, TEXAS 
KBUSB- 


LUBBOCK, TEXAS 


1, 
5 


President ond Gen. Mgr., W. D. “DUB” ROGERS fam 
National Soles Mgr. & A. “Burs” Hassett rer 
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This Week in Washington... |to complete investigations of the, Note: Mr. Barnes pleaded with;when the White House staff an- 
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wrestling business. reporters not to “over-play” the| nounced that George C. McCon- 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, March 1—Federal 
Trade Commission discovered the 
other day that some judicious 
“puffery” is expected when an im- 
portant sale is at stake. 

Commission members appeared 
before the House appropriations 
committee to justify a $1,000,000 
budget increase. Their colorless 
general statement left Rep. Albert 
Thomas (D., Tex.), the committee 
chairman, uneasy. 

“We used to like to hear about 
Old Gold cigarets and a few 
others,” he suggested. 

Rep. Thomas wasn’t satisfied 
when Commissioner William C. 
Kern began, “The work of the 
commission could be dramatized 


much more.” 
“We will substitute facts for 
dramatics,” the congressman 


snapped. “Next time give us a 
generous portion of both.” 

Rep. Thomas couldn't see why 
FTC needs $700 for newspaper 
subscriptions next year instead of 
the $500 presently available. 

“It’s so we can be on the look- 
out for information about merg- 
ers,” explained FTC Chairman 
John Gwynne. 


s “fhe Wall Street Journal takes 
care of that in every edition, does 
it not,”” demanded Rep. Thomas? 

Chairman Gwynne agreed that 
the Wall Street Journal is a big 
help. “But there are other publica- 
tions of similar character,” he said. 

Appropriations committee was 
loaded and waiting when FTC be- 
gan describing its fight against 
“monopolies.” 

“What about drug prices?” de- 
manded Rep. Thomas. “You've 
been investigating them for a 
couple of years, but they still keep 
going up.” 

When FTC’s chief investigator, 
Harry Babcock, contended FTC is 
having trouble finding evidence of 
price fixing, Rep. Joe Evins (D., 
Tenn.) said the committee will be 
glad to help. He pointed out that 
the government buys about $80,- 
000,000 ‘worth of drugs annually. 
Government agencies are com- 
plaining, he said, that bids are on 
an “almost identical basis.” 

Committee members said they 
are ready to put up an extra $100,- 
000 if necessary, so that the oft- 


they all know the 
best place in Cleveland 


“Hotel Cleveland, sir?” 
Whether you arrive 

by train, plane or car, 
the friendliest place to 
stay is Hotel Cleveland, 
directly connected 

with Union Terminal. 
No room charge for children 
under 14 when registered 
with an adult. 


Al, 


SONNABEND OPERATED HOTELS 
Distinguished American Lan¢marks 
CHICAGO: Edgewater Beach Hotel 
BOSTON: Hetel Somerset 

NEW YORK CITY: Ritz Tower Hotel 
CLEVELAND: Hotel Cleveland 


7] ’ | “Young people are getting the fact that anti-trust division is naughey is to be re-designated for 
FTC Needs Puffery fo Get Funds wrong idea about sports,” he said. investigating any particular situa-| another year. 


“Maybe what we ought to do is re- | tion. “We have 307 investigations | When career Commissioner Rosel 
. quire the Federal Trade Commis-| under way,” he said. “The fact that; Hyde was eased out of the chair- 
teu ©. pean can! sion to make them label wrestling |we are investigating doesn’t mean| manship for Mr. McConnaughey in 
4 truthfully for what it is.” that litigation will result.” late 1954, the White House insisted 

e e e Anti-trust chief Stanley N. e * | it was planning to rotate the chair- 

Labels for Wrestlers? Sen. War-| Barnes said his sympathy is fully| No Rotation: Rumors that Presi-|manship on an annual basis. The 
ren Magnuson (D., Wash.), chair-| with Sen. Magnuson. “I’m an ex-| dent Eisenhower would soon desig- | decision to leave Mr. McConnaugh- 
man of the Senate commerce com-| football coach,” he explained. “I nate a new chairman for the| ey in control until the end of his 
mittee, pressed this week for faster| don’t want young boys to get a harassed Federal Communications | seven-year term in March, 1957, 
action by the Justice Department! distorted idea about sports.” Commission were stilled this week,| deprives Republican commission- 


We're telling most of your We're telling it 52 weeks a year to 
market story your best new-business prospects 
In the forthcoming Market Data & Directory More and more each year, market-and-media 
Number—timed to influence advertising and buying teams looking for new sales opportuni- 
marketing plans as they’re formed for the Fall ties turn to MD&DN for information that will 
and 1957 programs—we’re telling the story of help them evaluate new markets, re-check mar- 
your market in our coverage of 69 major ket potentials, and line up media to carry the 
markets and 87 sub market classifications. sales ball. Here in the charts, detailed figures 
MD&DN is The One and Only Place— and market summaries of this 560-page vol- 


ume, they find the basic and specific informa- 
tion that is vitally important in expanding 
their sales programs. And because this market 
and media information is needed constantly, 
—where you can tell your medium’s story you'll find the contents of MD&DN serving 

at the time and place market planners are and selling these king-size firms with king- 

considering both prime factors size budgets almost daily. With over 12,000 


—where advertisers and agencies get in- 
formation on both market characteristics 
and the media serving them 


—where your sales message reaches and in- copies at work with major industrial adver- 
fluences decisions of those looking for tisers and agencies, with each copy getting a 
information on these 69 major markets “going-over” by anywhere from two to 12 in- 
and 87 sub-markets. dividuals working on new marketing plans, 


MD&DN is a potent selling tool for swinging 
industrial advertising your way. 


Industrial Marketing’s MD&DN provides 
seven types of vital information** required 
by every market-and-media planner in agen- 
cies and advertising firms alike. 


4 Ad copy deadline: MAY 10, 1956 
Date of issuance: JUNE 25, 19 


Si 


INDUSTRIAL MARKETING’S 
1957 Market Data & Directory Number 


200 E. ILLINOIS ST., CHICAGO 11, ILI 
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ers John Doerfer and Robert E. Lee, dise shipped through the mail be | Mike Monroney (D., Okla.) says 
of a chance to take the helm. | stamped “unordered merchandise.” his Senate commerce “automobile 
Note: Republican record at FCC | He said his personal solution of | marketing” subcommittee will seek 
is being raised by Democrats as a| what to do with such mail is to|to learn whether suppliers of ad- 
campaign issue. During a recent| |“throw it in the waste basket.” | vertising materials are “owned or 
speech here, Democratic National| Chief Postal Inspector David H. controlled” by automobile factories. 
Committee Chairman Paul M. But-| Stevens claimed there are about | In a recent hearing, some dealers 
ler referred to FCC as “a slumber-|200 mail order firms—many of | protested they are pressured to buy 
ing on “6 | which solicit money for doubtful | unwanted promotional materials. 
e e | charities—which collect “hundreds | A McKeesport, Pa., Chevrolet deal- 

EN Mail: Postal Solicitor | of millions” of dollars each year|er objected particularly to the fact | 
Abe Goff suggested that the House | |from gullible Americans. 
post office committee draft a law) © * > 
requiring that unordered merchan- 


| large number of subscriptions for 


‘Unsavory’ Relationships? Sen.' “Friends,” Chevrolet house organ’ 


for car owners. 

In his testimony, dealer John V. 
Booth pointed out that “Friends” 
is published by Ceco Publishing Co. 
He figured this might mean Camp- 
bell-Ewald Co., Chevrolet’s agency. 

“As long as I can remember,” he 
complained, “Campbell-Ewald has 


| handled the Chevrolet advertising 


contract, in spite of many protests 
from the dealers that they would 


that he was required to buy a/like a change.” 


Mr. Booth insisted he was not 
making the claim that there is any 


But the punch line to this 
marketing story is yours 


While the media serving each market are listed 
in MD&DN, advertisers rely to a great extent 
on the wealth of media “Tell-All” ads to point 
out the advantages of using certain media in 
individual markets. They'll be counting on 
you for the punch line to this market story— 
the sales message describing and dramatizing 
how your medium can serve them. Obviously, 
media-to-serve-the-market rates high in any 
decision on whether to start, extend or cut 
back marketing operations. In last year’s issue, 
the sales stories of over 200 business paper 
publishers in MD&DN not only sold markets 
and media individually, but together formed 
a powerful stimulation for business paper 
advertising as a whole. 


Let’s tell the whole story... 
when it counts! 


Over 560 pages of current market and media 
data—all the vital working information it 
takes to attract, interest and stimulate market 
advertisers—is already scheduled for the new 
MD&DN. Thousands of interested prospects 
with buying power will be looking to it for 
the story of sales opportunities in your and 
other markets during the next 12 months. Be 
sure they get the full story—not only of your 
market's power, but the marketing power of 
your medium as well. By dramatizing their 
values in a sales message adjacent to your 
market classification in MD&DN—by being 
on hand where market plans begin and when 
market plans begin—you will help insure your 
fullest share of advertising and promotion 
budgets in your market. 


**Schedule planners turn to MD&DN for answers to 7 basic questions 


1, What current trends and developments in the in- 
dustry are noteworthy? 

2. What are the basic statistics—plants, location, sales, 
employment, etc.? 

3. What does the industry buy—what products and 
services, and how much? 

4, How does the industry buy—buying standards, and 
factors who specify? 


5. What sources are available for further detailed 


market information on specific products? 


6. What publications serve the market—basic facts 


about them? 


7. Which publications are best qualified for schedule 


consideration? (These answers are supplied in the 
form of “tell-all” advertisements of publications.) 


tie-up between higher ups in Gen- 
eral Motors, Chevrolet and Camp- 
bell-Ewald, “but the pressure to 
expand the publication so greatly 
gives the suspicion in many minds 
that there may be such a tie-up.” 
He acknowledged he could find 
no tie between GM and any of the 
directors of Campbell-Ewald. But 
he added, “I wonder what the list 
of stockholders’ names of Ceco 
Publishing Co. would disclose?” 
GM already has stated there are 
no such tie-ups, but it will have an 
opportunity next week to put the 
denial into the committee record. 


Statesville Buys WNOS 
WNOS, High Point, N.C., has 
been sold by North State Broad- 


casting Co. to Statesville Broad- 
|easting Co., operator of WSIC, 
| Statesville, N.C., subject to FCC 
approval. The new owner will op- 
erate both stations, with Charles 
| Melton, manager of WSIC, moving 
to High Point as manager of 
|WNOS. North State has applied 
|for a new 1,000-watt daytime sta- 
tion at Raeford, N.C. 


ALL. 
TEs 


... in one city 


... in one year 


| NEW Statler Hilton Hotel 
(1001 rooms, just completed) 


NEW Sheraton Hotel 
(28 stories, just begun) 


(Dallas-Chicago Santa Fe 
route, first major railroad 
construction in 25 years) 


| NEW Mainline Railroad 


NEW Construction Records 
(Dallas ranks fourth in the 
Nation in building permits) 


NEW industrial Districts 
(With 15 planned major in- 
dustrial developments, Dal- 
las ranks first in the nation) 


NEW Airport 
($20-million expansion of 
Dallas’ airport) 


BUT... 


there’s one thing that isn’t new 
in Dallas or North Texas. That’s 
the habit of listening to WFAA. 
It’s the leader in North Texas 
and that’s something in an area 
where adults spend more time 
with radio than any other 
medium.* 

If you’re looking for a test market 
or just the best market .. . ask 
your Petry man about WFAA. 


* Whan St 
A. C. Nicteen, N.S.i. 
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i 1951. Robert F. Warner Inc.; St. Louis; Commodore, New York; 
is national representative for the|Del Prado, Mexico City; Drake, 
| group on the East Coast, and Glen| Chicago; Lord Baltimore, Balti- 
|W. Fawcett Associates, affiliate of | more; Mark Hopkins, San Francis- 
| Warner, services the group on the|co; Netherland Plaza and Terrace 
| Pacific Coast. | Plaza, Cincinnati, and the Parker 
Koehl, Landis & Landan, New | House, Boston. 
| York, is the advertising agency. | 


_Admen Do It Themselves 


Advertising Age, March 5, 1956 


educate homeowners on the care, Assn., and Howard Lampman, di- 
and improvement of their homes.| rector of the Wheat Flour Institute. 
Other officers—all advertising| 


handymen—are Ray Schoonover, 
McCarty Co., vp; Murray Thomas, 
media director, Anderson & Cairns, 
secretary, and Arthur Bretzfield, 


| production manager, Super Market 


Merchandising, treasurer. Club di- 


Viking Air Changes Name 
Viking Air Conditioning, Cleve- 
land, a division of National-U.S. 
Radiator Corp., has changed its 
name to Viking Air Products. The 
company makes furnace and air 


|= Hotels to be featured are the| Louis W. Gabell, advertising di- | rectors are Bruce MacDougal, conditioning blowers and blower 
|Adolphus, Dallas; Biltmore, Los| rector of Super Market Merchan- merchandising executive, Ted| wheels, furnace and duct humidi- 
Angeles; Carlton House, Pitts-|dising, has been elected president Bates & Co.; Robert D. Handley, |fiers, duct blowers, blower pack- 


burgh; Chalfonte-Haddon Hall, At-|of the National Assn. of Do-It- 


director of publicity of the Glas- 


ages, attic fans and window and 


lantic City; Chase and Park Plaza, | Yourself Clubs, an organization to sine & Greaseproof Manufacturers | circulating fans. 


CLINICAL ADVICE—-Frank Chipper- 
field, media director, Gardner Ad- | 
vertising Co., St. Louis, speaks be- 
fore the second annual Missouri 
newspaper management clinic, 
jointly sponsored by the University 
of Missouri school of journalism, 
Missouri Press Assn., Missouri Ad- 
vertising Managers Assn. and Mis-| 
souri Circulation Managers Assn. | 


6 ways to determine 
is read by the men 


‘Biggest’ Ad Series 


in ‘Newsweek’ Issue 


New York, Feb, 28--The March | 
12 issue of Newsweek will carry | 


Hotel Group Buys 
| 


; “S asa ; 
what is reportedly the largest ad- | a |S “6 
vertising order ever placed in one Bs Fs 
edition of a national publication — P< 
by a hotel group. = ee XS 
; % ae 


Distinguished Hotels, an associ-| 
ation of 12 independently owned) 
and operated hotels in the US.) 
and Mexico, will be featured in 12) 
separate ads. Each of the ads will | 
feature one of the hotels and a) 


“distinguished personality” associ- | eres 6 
ated with it—all under the same| eae machine 
titke—“Individuals make for indi- 3e—-Electric® 

& Equipment ——— 


viduality.” 

Each of the ads will run two- 
thirds of a page in two colors, to 
make up a total equivalent of 
eight pages. The twelve ads will 
be scattered throughout the issue. 
In the remainder of the year, 12 
b&w column ads will be used by 
the association. 

Distinguished Hotels was formed 


BAGON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Twe new books o help you 


3 * 


e 
sftectiv tly . 
BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
used in 3,240 business, form a 
consumer magazines in 99 morket 
groups. Invaluable for moking re- 
lease lists — ossures sending each 
editor material desired. iral 
fabricoid, 6%" x 9A" — 
256 pages. $15.00. Seat on approval. 


BACON'S ALL- NEW PUBLICITY HANDBOOK 


h How to plar publicity using 14 basic 
types. Help on release lists, writing, 
Pp 
results. 37 illustrations. 6 case 
studies. 544" « 8%"— 128 pages. 

$2.00—Sent on approval. 


BACON'S CLIPPING BUREAU 
343 5 Dearbbrn St, Chicago, Mlindis 


7 Check the magazine's editorial objectives and scope. 
Is the editorial content tailored to meet the 
needs of the industry served? Is it in balance 
—broad enough to “cover the bases” yet specific 
enough to be of maximum value? For instance, 
STEEL’s “3-in-1” content—news, production- 
engineering data, and market information—is 
designed to satisfy its readers, week after week. 


5 Find out how well readers use the advertising. 


Adding up resultful inquiries is one way . . . pro- 
vided your advertisement was designed merely to 
| pull leads. However, like many companies, you 
| can use with considerable success your own mail 
| surveys to determine the degree of recognition 
accorded your company and your products as 


a result of a continuing program of advertising. 


hotos, budgeting and checking | 


D Analyze all circulation policies critically 

Does the magazine make sure it reaches the 
titles and functions for which it is edited? Is it 
flexible to match circulation to constant changes 
in industry? STEEL’s selective distribution is an 
example. With its Continuing Census of Metal- 
working, STEEL can pinpoint circulation . . . 
match it plant by plant, function by function. 


© Look closely at published verification records. 

Ask about renewal rates or other evidence sup- 
plied by the magazine that proves reader desire 
to receive the magazine. With STEEL, for ex- 
ample, a signed “reader request card” is required 
of every recipient. This card indicates that the 
recipient reads STEEL, finds it helpful, and 
wants to continue receiving his copy every week. 
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CBS-TV Film, ‘Time’ 
Collaborate in Free 
Subscriptions Offer 


New York, Feb. 29—CBS Tele- 
vision Film Sales has teamed up 
with Time in a special promotion | 
for its new “Under the Sun” se-| 
ries. This show will feature film | 
segments from “Omnibus,” with | 
William Saroyan as host. 

The plan, as outlined by Fred J. | 


Mahlstedt, director of operations 


and production for the CBS-TV) 
|a current events quiz, prepared by 


film organization, will enable the 
sponsor, or sponsors, of “Under the 


start by offering their customers a 
free six-month subscription to 
Time. 

It will be up to the sponsor to 
decide how he wants to select 
“qualified customers” for this gift. 
He might, for example, select per- 
sons who open new accounts or 
who buy a specified amount of 


goods or services. 
Those who qualify will pick up|to a national advertiser before | tg A.E.s; Appoints Two 


Time, from the sponsor. The next 


|Sun” to get their show off to a fast |step is to fill in the blanks and 


mail the quiz to the magazine in 
New York. Time will decide which 
of the people scored well enough to 
get the free subscription. 


s Mr. Mahlstedt feels this promo- 
tion will make “Sun” a more ap- 
pealing buy for advertisers. It will 
cost the sponsor nothing. The dis- 


tributor will try to sell the series 


pitching it to regional and local ad- 


vertisers. 

Time, in turn, hopes the free 
| subscriptions will pay off in a high 
|percentage of paid ones. The quiz 
| will not be difficult, but it will re- 
| quire some time and effort. The 
| magazine expects that people who 
|bother to look up answers to the 
questions in order to get Time free 

will be better than average regular 
| subscriber prospects. 


how a business paper 


it reac 


hes 


SB Are readers motivated to think, respond, act? 


A Does the magazine conduct its own readership test ? 


51 
| Aubrey, Finlay Boosts Four 


Aubrey, Finlay, Marley & Hodg- 
|son, Chicago, has promoted four 
men to account executives. They 
are Edward W. Brennan, account 
executive on the Butler Mfg. Co. 
account; Lynn Huffman, Cecil 
Barger and Donald McGuiness, ac- 
count executives in charge of 
printed matter, farm publication 
advertising and merchandising and 
sales promotion, respectively, on 
International Harvester farm 
| equipment. 

| The agency has named Francis 
|King and Robert C. Doran to its 
|copy staff, with responsibilities on 
the International Harvester ac- 
| count. Mr. King formerly was with 
Deere & Co., and Mr. Doran pre- 
viously was supervisor of tractor 
— of J. I. Case Co. 

| Helliweil Joins Crosley 

| Charles H. Helliwell, formerly 
with Mutual Broadcasting System, 
has joined the Chicago sales of- 
| fice of Crosley Broadcasting Corp. 


GF oo. extising | 
Requiremen™ ' 
Serves Management 
| 


On Audio & Visual Aids 


In every issue, AR brings out- 
standing articles to Advertising 
Management summarizing latest 
audio-visual developments, sug- 
gesting new applications, pointing 
out the training and showmanship 
values brought to advertising by 
audio-visual aids. 

Following are typical articles 
in AR: 


“Use of Tape Recorders 
in Advertising” 


“Overhead Projectors” 


High reader reaction is one of the surest ways 
to measure the inherent vitality of a publication. 
Year after year, STEEL consistently sparks key 
metalworking men to request editorial material 
for plant meetings, technical society programs, 
long-term planning. Each year STEEL readers 
request and use over a half-million reprints. 


Make your own evaluation of STEEL’s read- 
ership through these recommended yard- 
sticks. No other business publication gives 
advertisers so much proof of high readership 
by the right men. It’s one reason why so many 
believe that STEEL is the best buy to reach 


the tremendously big metalworking market. 


Is it interested enough to invest time and money 
in a continuing quantitative and qualitative 
readership check? For example, STEEL uses 
the services of both Roy Eastman and Daniel 
Starch as a constant check on readership of 
articles and advertising. Result: An ever-increasing 
level of high readership throughout the magazine. 


A Penton Publication 
Penton BuiLpinc, CLEVELAND 13, Onto 


“The Flexible Flannelboard” 
“99 Questions & Answers on Films”’ : 


“How to Make Charts 
Tell Your Story" 


“Why Outside Producers?” 


“Adam's Guide For Selecting 
Tape Recorders” 


Sel/s Management On 
Audio & Visual Aids 


Suppliers of audio-visual aids find 
a responsive audience searching 
the pages of AR. Grouped in the 
audio-visual section with the 
above articles, these ads are close- 
ly read for specific data on various e) 
products. Recent outstanding ad- ; 
vertisers in AR include: 


Sales Tools, inc. 

Graphic Systems 

Viewlex, Inc. 

The Talking Tape Co. 

Ampro Corp. 
American Television & Radio Co. 
Geiss-America 

Bell & Howell! 

The Harwald Company 

Picture Recording Company 


If audio-visuals are your prob- 
lems or your products — turn to 
AR for results! 
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Dorothy 
Kilgallen 


You hear her on radio and see 
her on TV, but it’s her news- 
paper column that made her 
famous. And the Journal- 
American is “home.” One of 
America’s great reporters, her 
column is read by hundreds of 
thousands of on-the-go, in- 
the-know New Yorkers. 


Cholly 
Knickerbocker 


Variety Magazine says: “it’s 
axiomatic among the blue- 
bloods that the day doesn’t 
start until they’ve digested 
the Cholly Knickerbocker 
column in the New York 
Journal-American.” That also 
goes for the Jacks and Jills 
who read him just as eagerly. 


Bill 
Corum 


Dean of American sports 
writers, Bill Corum’s fabulous 
knowledge of his subject and 
his clear, entertaining style of 
writing make his column one 
of the most read features in 
the Journal-American and the 
brightest spot in the brightest 
sport pages in town. 


SIX REASONS WHY 1,600,000 PEOPLE READ THE JOURNAL-AMERICAN®#! 


The Best TV 
Page in Town 


TV never worried the Journal- 
American. In fact, We believe 
that if you give readers the 
very best, most complete and 
detailed listings possible, plus 
a great TV column such as 
Jack O’Brian’s, you'll attract 
more readers. That’s what we 
do and our circulation shows it. 


Leslie 
Gould 


Survey after survey by “Finan- 
cial World” Magazine shows 
him to be the most consist- 
ently read financial writer on 
any metropolitan New York 
newspaper among top-level 
Wall street executives. He is 
equally as popular with the 
“man on the street.” 


Bob 
Considine 


Bob Considine’s beat is the 
world around us. With a flair 
for the humorous as well as 
the deadly serious, he has an 
awe-inspiring capacity to 
soak up facts and descriptive 
color. He writes on subjects 
that range over all the myriad 
interests of our vast audience. 
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| Ob Home... 
Jowual-Americon 


Here is the ‘Family Entrance”’ 
to the World’s Most Productive Market 


“fey common knowledge that the bulging middle-income market is behind the 
‘“‘consumerism” boom now sparking American economy—and New York's 
economy, in particular. It’s the new ability of these thousands and thousands of 
families to spend more than ever before....their desire to change habits....to + 
switch to products and services associated with a higher standard of living. ; 


How they channel their new buying power is up to you. * 


In New York, you get the maximum selling impact on the maximum families in the 
Journal-American...and here’s why. Most buying is planned at home, where 
there’s time for planning and where needs and desires are more apparent. The 
Journal-American takes buying ideas into many more middle-income homes than 
1 any other New York evening newspaper. The ‘‘new”’ middle-income market has 
always been the Journal-American market. But multiple home readership is the 
real explanation of impact, and that’s where the Journal-American shines! More 
than 1,600,000 men, women and children over 15 in the New York metropolitan 
area read the Journal-American daily, according to a recent independent survey— 
nearly 500,000 more than read New York’s second evening newspaper, 


ie To spark your own boom, now and in the future, put your advertising in more 
New York homes, before more home readers, where it will have more selling 
| power. Put it in the New York Journal-American consistently. 


You can't cover New York without the 


| rabies American 


SINS THE AMERICAN }} PEOPLE] > 


a a ee i 4 
| 
| oe 
$ 
] ee 
=e ; 
| rs 
it 
j = 
a 
| ts 
| ; 
| : 
| 
| 
I e 
| = AN AMERICAN} PAPER FORT CUI _ ; 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE = 


“I’ve got a good picture of the Eiffel tower.” 


Versatile Adman - - « B.G. Davis 


Bernard G. Davis is president of 
Ziff-Davis Publishing Co. and a 
photographer of such skill that his 
work has frequently hung in ex- 
hibitions. 

He began as a boy, with a box 
camera, moved up to more compli- 
cated equipment and is now a dev- 
otee of the 35mm camera. He 


owns at least three, including a/| 


Nikon and a Canon, but most of 
his work is done with a familiar 
and well-worn Contax. He uses 
Plus-X film, and a fast shutter— 
1/125th of a second. 

Most of his pictures are what, in 
a deprecatory tone, he calls “rec- 
ord shots.” They are pictures of 
faraway countries and peopie, shot 


postwar travels. He says, in fact, 
that he began to shoot the pictures 
he likes best in 1945. Photogra- 
phers tend to be gadget collectors; 
Mr. Davis travels light. He uses 
only two lenses—a 50mm and a 
2.8cm wide-angle lens. He prefers 
natural light and rarely uses flash 
|or artificial lighting. 
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Photes by Schonbrunn-Ives 


“I’ve been taking pictures since I was a kid.” 


He works mostly in black and) photo subjects range from Ernest 


white, partly because he aims to| Hemingway and Pandit Nehru to 


add good pictures to his collection 
| (“and dye transfers of good color 
‘shots are just too expensive”). 
He has no interest in collecting 
slides and projecting them. 


|the jumble of ruins in wartime 


Manila, the statuary in front of the 
Palazzo Vecchio in Florence, sol- 
diers’ graves on Saipan and Shinto 
shrines. 

The 125 pictures are a constant 


s At present he has about 125/number; he rotates them, replacing 
pictures in the collection, housed|an old one when he gets a new 
in his triplex at 480 Park Ave. The|one he likes. Since the pictures 


by Mr. Davis in the course of his 


now form an important part of the 
decor of his home, they go out on 
exhibition fairly seldom _ these 
days, but they havé appeared in a 
number of salons: at Marshall 
Field & Co., in Chicago, and fairly 
recently at the Lotos Club, in New 
York. 

Mr. Davis says he tends to take 
pictures of new places, seldom of 
places where he’s been before 


(“I’ve got a good picture of the 
Eiffel tower’). 

It is, of course, a handy hobby 
for a publisher of Popular Photog- 
raphy to have; the hobby pre- 
ceded—but did not generate—the 
magazine. Something quite differ- 
ent happened in the case of Fly- 
ing, another Ziff-Davis publication. 
Mr. Davis learned to fly after the 
magazine was launched. 
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CLOSED CIRCUIT REPORT—Batten, Barton, Durstine & Osborn held its 


Feb. 24, linking 15 offices by tv, through Sheraton Closed Circuit Inc. Here are 
some scenes from the meeting. At left, Bruce Barton, chairman, and Ben Duffy, 
president, relax for a moment. In the center photo, a final run-through on the script 


. sequence, BBDO’s profit fund got 
BBDO Convention a contribution of more than $1,- 
000,000—the maximum 15% of the 
D l 900 s compensation of those eligible, as 
raws ’ via sharing fund is now $2,824,732. 
- . There are now 1777 participants 
Closed Circuit TV (141 entered in 1955, after passing 
the four-year eligibility require- 
ment). 
quite a year for Batten, Barton,|in the agency; 29 were added in 
Durstine & Osborn. 1955. No one stockholder owns 
The 1,905 employes of the more than 5% (President Ben 
world’s third agency in billings| Duffy was described as the largest 
rank presumably were clustered | holder of BBDO stock). About 
and in the Roosevelt Hotel here, | holder. 
as the agency and Sheraton Closed | 
Circuit Inc. combined on a closed|s There are now 16 BBDO offices, 
circuit ty windup for the agency’s including a Seattle establishment 
annual meeting last Friday. 
staffers learned: The agency’s 
billing was $162,500,000 in 1955, 
up 10% ($14,000,000) over 1954 
and nearly ten times its billing of 
1938, when it was reorganized. 


allowed by law. The total profit- 

New York, Feb. 28—-It was, There are now 258 stockholders 

around tv sets in nine U.S. cities,| one in seven employes is a stock- 
Here’s part of what the BBDO 
The profits were up 7%. In con- 


| opened in 1955. At the meeting the 
agency’s plan to entergthe Cana- 
dian field (AA, Feb. 27), with an 
office slated to be opened in To- 
ronto in April, was disclosed. 

The agency’s media breakdown 
|was given as follows—television 
land radio 38.11%, general maga- 


Paul 


annual meeting 


visor. 


zines 23.44%, newspapers 18.46%, 
trade and farm papers 7.18%, me- 
chanical production 7.95%, outdoor 
and car cards 4.14%, and fees and 
miscellaneous .72%. 

In dollar volume this meant that 
(1) tv expenditures accounted for 
most of the clients’ billing and re- 
ceived the largest volume in BBDO 
history—more than $54,000,000; 
(2) magazines increased their 
share of media expenditures; (3) 
newspapers got the largest ex- 
penditures of any year in BBDO 
history; (4) BBDO was the No. 1 
agency in business paper expendi- 
tures; (5) BBDO placed more dol- 
lars in outdoor and car card ad- 
vertising than ever before. 

Other data: BBDO has about 
$6,500,000 in working capital, none 
of it borrowed. It will probably 
bill around $170,000,000 in 1956. 
Its clients average close to 14 


years’ tenure (and it has 140 ac-| 


counts to spread the average over). 
It has no new business depart- 
ment. 

In addition, it was pointed out 


Manchee 


Osborn Foreman 


that last year saw the addition of 
a national children’s panel of 7,- 
000 boys and girls under 16 to the 
agency’s three existing consumer 
panels. 


s And Bernard C. Duffy, who rose 
in the agency from office boy to 
president, summed up another im- 
portant piece of BBDO informa- 
tion: Although the agency has 
grown phenomenally in new busi- 
ness, if it had no other accounts 
than the ones it had in 1946 (when 
it billed $40,500,000) it would have 
billed $114,000,000 in 1955. 


Ziv to Publish ‘School 


Planning,’ a Bi-Monthly 


John Marshall Ziv, president of 
an advertising agency and a pub- 
lic relations organization bearing 


Rindlaub 


finds producer Byron Paul flanked by J. Davis Danforth, Fred Manchee, both exec 
vps, and Alex F. Osborn, vice-chairman. At right, Robert L. Foreman, vp in charge 
of radio and tv for the agency, talks with Jean Wade Rindlaub, vp and copy super- 


rector. 

Initially, all advertising will be 
sold only on the basis of a six- 
page contract at $500 a page. Early 
issues of the publication will have 
approximately 56 pages, two-color 
printing, and a page size of 
81x11”. 


Littleford Names Bramlage 

Littleford Bros. Inc., Cincinnati, 
has appointed William Bramlage 
advertising and sales promotion 
manager of its black top road 
building equipment and metal fab- 
| ricating divisions. He formerly was 
a member of the advertising de- 
partment of Globe-Wernicke Co., 
| Norwood, O. 


_Biow Co. Promotes Two 
Edward H. Meyer and Charles 


his name, has announced plans to A. Winchester have been promoted 
publish a new magazine, School | to account supervisors on the Proc- 
Planning, “dedicated to scientific|ter & Gamble account by Biow 
school design.” The magazine will|Co., New York. Mr. Meyer joined 
be issued bi-monthly, beginning | the agency as an account execu- 
June 1. Kenneth Wilson Hayden tive in 1952, and Mr. Winchester 
has been appointed publishing di-' joined in 1954. 
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bia ae epciens 


The new Sports Afield shows gains in advertising volume to 
match its spectacular circulation growth! i. 
The facts: a healthy 11.9% increase over last year’s excellent | 
first quarter. This is the biggest first quarter in our history. 

Proof, again, that alert advertisers in all categories of goods 

place their dollars where they do the most good. 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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‘Guy C. Pierce, 
| grcesame pape sin oy Philadelphia Agency 
MAGAZIO’ CLAS Veteran, Dies at 82 


— BIGGEST — 

_ MILLIONS — 
Rertiags bh fer the esting PHILADELPHIA, Feb. 28—Guy 
Clifford Pierce, 82, retired exec vp 
PUBLISHERS CLAS EcO a uimors, ¢|in charge of the Philadelphia of- 
' < : ‘fice of the Roche, Williams & Cun- 
|myngham agency from 1922 to 
1949, died here Feb. 24. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN—the top specialized book covering 
11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
ILLINOIS 


Mr. Pierce became chairman of 
the board of Williams & Cunnyng- 
ham in 1920, and when the agency 
expanded, he was named exec vp. 
In Philadelphia, he handled the 
Sun Oil Co. account from 1925 
until he retired in 1949. 

He had been in the advertising 
field since the early 1900s and be- 
\fore that was a reporter with the 
|Chicago Daily News. 


IRA S. WOODHOUSE 
Cuicaco, Feb. 28—Ira S. Wood- 
house, 58, publishers’ representa- 


Kk jtive and World War I hero, died 


suddenly Feb. 22 in St. Luke’s 
Hospital. 

Born in Lehi, Utah, Mr. Wood- 
house joined the U.S. ambulance 
field service in France in 1917. 
He later flew with the Lafayette 


bs 
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Escadrille and the Polish air force|of the Detroit office of Batten, 
and was credited with shooting | Barton, Durstine & Osborn, died 
down three German planes. He Feb. 22 of a heart attack at his 
held a captain’s commission in the | home here. He had been associated 
Polish air force when the war|with BBDO for more than ten 
ended. years and had retired last August 
Among the medals he won were | because of ill health. 

the Air Force Cross, awarded by| Mr. Kerby was born in Junction 
King George V, the Order of the|City, Kan., and was graduated 
British Empire, the Croix de|from Kansas State Agricultural 
Guerre and the Polish White Eagle.| College. Later, he studied art in 
Mr. Woodhouse worked as an/Chicago and New York and for a 
advertising salesman for the old| time worked as a free lance artist. 
New York Journal and the Chicago| From 1937 to 1940 he was in the 
American prior to becoming a| art department of Campbell-Ewald 
partner 20 years ago in May &|Co., New York. From ’41 to ’44 he 
Woodhouse, publishers’ represent- | was an art director at Henri, Hurst 
ative. & McDonald, Chicago, and from 
*42 to ’45 he held a similar position 

CLARENCE D. KERBY with Foote, Cone & Belding, New 
Detrorr, Feb. 28—Clarence D.| York. In the latter year, he joined 


Kerby, 54, former creative director | BBDO as creative director of its 
Detroit office. 


Pulse. 


KFBK has wider coverage than any competitive 


station, daytime or nighttime. (SAMS) 


KFBK has a wider FCC contour, daytime and night- 


time, than any competitive station. 


Paul H. Raymer Co., National Representative 


SACRAMENTO, CALIFORNIA + 


THE BEELINE NETWORK’S 


SACRAMENTO STATION 


KFBK has more top rated daytime shows ...9 out 
of the 10 most popular daytime programs in the 
Sacramento area are KFBK shows, reports latest 


Inland California’s Beeline stations, 
purchased as a unit, give you more 
listeners than any competitive com- 
bination of local stations ... and at 
the lowest cost per thousand. 


RICHARD E. O'DEA 

Paterson, N. J., Feb. 28—Rich- 
ard E. O’Dea, 65, a pioneer in the 
radio field, and a former owner of 
radio stations WNEW and WOV, 
New York, died Feb. 25 at his 
home here. 

Born here he was active in lo- 
cal Democratic politics most of his 
mature life and served on various 
city commissions. Mr. O’Dea began 
his career in radio shortly after 
World War I, when he converted 
his family’s phonograph and radio 
business into radio station WODA. 
Later he helped organize WNEW, 
of which he became president. 

After several years he relin- 
quished his interest in the station 
and became president of WOV. He 
retired last year and disposed of 
his holdings. At that time he was 
honored by the Italian government, 
which gave him the Star of Soli- 
darity in appreciation of services 
rendered to Italy by station WOV. 


RALPH B. COONEY 

New York, Feb. 28—Ralph B. 
Cooney, 57, vp of Kelley, Nason, 
died Feb. 21 at Lenox Hill Hos- 
pital after a short illness. After 
graduating from Indiana Univer- 
sity in 1921, Mr. Cooney began his 
advertising career with L. S. 
Ayres & Co., Indianapolis depart- 
ment store. He later became pub- 
lic relations director of Gimbel 
Bros., Milwaukee, and of the E. T. 
Slattery Co., in Boston. Before 
joining Kelley, Nason in 1938, Mr. 
Cooney was director of advertising 
for Bing & Bing, real estate op- 
erator here. 


STACEY BENDER SR. 

WESTFIELD, N. J., Feb. 28—Sta- 
cey Bender Sr., 77, assistant ad- 
vertising manager of McCall’s 
until his retirement eight years 
ago, died Feb. 22 at his home 
here. Mr. Bender was president of 
the Metropolitan Golf Assn. for 
three terms, from 1932 to 1941, 
|and formerly was on the executive 
|committee of the New Jersey State 
Golf Assn. and the committee on 
sectional affairs of the U. S. Golf 
| Assn. 


REGINALD FLETCHER 

New York, Feb. 28—Reginald A. 
Fletcher, 74, former eastern man- 
ager of the St. Louis Post-Dispatch. 
died at his home here Feb. 23. 
He had retired about 15 years ago. 
Born in Canada, he started his ca- 
reer as an advertising salesman on 
newspapers in the Midwest and 
later became national advertising 
manager of the Munsey newspa- 
pers. His brother, Hal F. Fletcher, 
is associate business manager of 
the New York World-Telegram & 


(SAMS & SR&D) Sun. 


| 
JUNIUS J. RUGERONI 

Buenos Arres, Feb. 28—Junius 
J. Rugeroni, 73, owner and pub- 
lisher of the Buenos Aires Herald, 
an English language weekly, died 
Feb. 19 in his home in Punta Del 
Este, Uruguay. 
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RAY C. STRICKER has been named a/| 

vp and account executive of Max- | 

on Inc., Chicago. Mr. Stricker re-| 

cently resigned as a vp of Ruth- 

rauff & Ryan after 18 years with 
R&R (AA, Feb. 27). 


RCA Sales Topped 
$1 Billion Mark for 
First Time in ‘55 
New York, Feb. 28—Radio Corp. 
of America’s sales for 1955 were | 
$1,055,266,000, the first time in its | 
36-year history in which it ex-| 
ceeded the one-billion-dollar mark. | 
Sales were 12% higher than the 
$940,950,000 reported in 1954. 
Largest source of income for 
the 1955 sales came from tv re- 
ceivers, radios, phonographs, tubes, 
records and other RCA consumer 
and industrial electronic products 
and services. 
Second greatest source was from 
the television and radio operations | 
of National Broadcasting Co. 


= Net profit in 55, before federal 
income taxes, was $100,107,000, 
and after taxes, $47,525,000. The 
corresponding figures for 54 were 
$83,501,000 and $40,525,000. Earn- | 
ings per share of common stock 
were $3.16 in '55, compared with | 
$2.66 in 54. 

Sales of tv sets, radios, phono- 
graphs, etc., representing the larg- 
est source of income (52.9%), 
were $558,277,000, 11.6% greater 
than °54 sales. Revenues from 
broadcasting operations were 
23.3% of the total, $246,173,000, 
and increased 23% over '54. 

Sales to U.S. government were 
$228,604,000, 21.7% of the total 
and an increase of 3.6% over ’54. 

Revenues from communications 
(Radiotelegraph operations of 
RCA Communications Inc.) were 
$20,808,000, 2% of the total reve- 
nue and 14.4% greater than in ’54. 

Revenue from RCA Institutes 
Inc. (training) was $1,404,000, 
0.1% of the total, and 7.6% higher 
than in ’54. 


Economics Guide Published 
Brookings Institution, 722 Jack- 
son Pl., N. W., Washington, has 
published “An Introduction to 
Economic Reasoning” by Dr. Mar- 
shall A. Robinson, Brookings; 
Professor Herbert C. Morton, Amos 
Tuck School, Dartmouth College, 
and Dr. James D. Calderwood, 
Claremont Graduate School. The 
book is a revision of a series of 10 
pamphlets prepared last spring for 
auult discussion groups conducted 
by the Fund for Adult Education. 


Time Inc. Promotes Powers 

W. Stuart Powers, former Time 
Inc. newsstand promotion and 
merchandising manager, has been 
named newsstand manager of all 
the company’s publications. He 
succeeds Anthony Jackson, who 
was recently named assistant to 


the president of the S-M News Co. 


Smock Named Bond & Starr VP 

William G. Smock has been 
elected a vp and director of Bond 
& Starr, Pittsburgh. Mr. Smock, 
formerly manager of public rela- 
tions, joined the agency in July, 


1953. 
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nice to... 


“After a long, hectic day sales promoting everything from a 

new Decorator Wall Switch for the home to a complicated 

control system for Army tanks, it’s kind of nice to relax 

in the quiet of my home with a cigar and ADVERTISING Grateful words from 
AGE. I can shake off my immediate marketing problems A. O. Dietrich 
by losing myself in the problems and solutions of others. ’ 
I particularly find stimulation in the Feature Section. The Sales Proneniny emer 
lessons therein make a greater impact on me because I’m Minneapelis-Honeywell Regulater Company 
away from the daily bustle of the office. Keep sending Minneapolis 
Advertising Age to my home, please.” 


! 


ADVERTISING AGE. Dept. 12, 200 E. Illinois St., Chicago, Illinois 


Valuable Handbook—FREE 
Please enter my l-year (52 issues) <i ge to Advertising Age 


- 
' 
! 
H 
ietri i be | at the te and send ¢ WORDS OF 
Note that Mr. Dietrich relaxes with Ad ya. a FS send me a copy 0 
vertising Age at home . . . with a cigar and ' 
minus his shoes. Maybe he’s got something 
you’d like, too—so why don’t you try it. : 


My Name I oe 


THE COUPON will bring you AA—52 are an 
issues of it—for a mere $3, which comes to Nature of Business a 

less than 6¢ a copy. With it you will get WORDS OF CO Home or 

FREE a copy of WORDS OF ADVERTIS- ; Tr ee a 
ING WISDOM, a handbook that tells the ADVERTISING 9 0 office 

interesting marketing experiences of three WISDOM... City —— 4—State_ ____ _ 
famous advertising men. Reprinted from RMR oi: C0 $3 enclosed CO Bill me © Bill Company 


Ad Age. 
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Qu SFC 


the basic Blue Sunoco. 


Frank R. Markley, vp in charge | 
of marketing, said the purpose of | 


the experiment is to try out in a 
given area a new concept in gaso- 
line retailing and pricing. 


/FCC Okays Station Buy 
| Southeastern Newspapers Inc., 
publisher of the Augusta Chronicle 


GO 


FASHION GLASSES—May Mfg. Co., 
Woodside, N. Y., is stressing the 
fashion angle of its eyeglass frames 
in a color campaign beginning 
with this ad in the March 1 issue 
of Vogue. Cooperating opticians get 
a listing in a column next to this 
page. Gilbert Advertising, New 
York, is the agency. 


Sun Oil Tests 
‘Custom’ Octane Mix 


‘Plan for Blue Sunoco 


ORLANDO, Fia., Feb. 29—Sun 
Oil Co., which for many years has 
promoted its single grade, Blue 
Sunoco, is test marketing here a 
new “tailor-made” gasoline. 

The experiment consists of of- 
fering octane blends at the hose 
nozzle at service stations. Purpose 
of the test is to determine the 
practicality of a new method now 
under study for meeting the fuel 
requirements of the automobile 
engines of the future. 

Sun is offering Blue Sunoco) 
custom-blended in five progres- 
sively higher grades. The top) 
grades will have an anti-knock) 
quality in excess of 100 octane. | 

In the experiment the attendant | 
draws in precise proportion upon | 
the contents of two separate un-| 
derground storage tanks. One con-| 
tains Blue Sunoco and the other | 
a special “octane concentrate.” A 
turn of a dial establishes and locks | 
the mixture in the proportions to 
be withdrawn. The constituents 
are blended at the nozzle. 


® Sun has raised the octane qual-— 
ity of its gasoline brand three 
times in the past 21 months—most 
recently in January. 

Each higher graduation of oc- 
tane also will cost a bit more than 


SPARK EVERY PROMOTION 


The PaaTOMATi Co. 


and Herald, will assume owner- 
ship in March of WRDW and 
WRDW-TV, Augusta, Ga. The 
Federal Communications Commis- 


sion last week approved Southeast- 
ern’s purchase of the stations 
from Radio Augusta Inc. Pat H. 
Rice Jr., vp and executive director 
of Southeastern Newspapers, will 
take over operation of the stations. 


Guenther, Brown Names Two 
John F. Schroeder has been ap- 
pointed manager of the Wheeling, 
W. Va., office of Guenther, Brown 
& Berne, Cincinnati. Mr. Schroeder 
was previously associated with the 


j}agency from 1952 to 1954, and has 


also been with WCKY, and Ralph | 


Jones Advertising Agency, both 
in Cincinnati. Jean Heinzerling has 
been named a research and media 
director in the agency’s Cincin- 
nati headquarters. She has been 


|with Guenther, Brown since 1953. 


Robertson Potter Adds One 
Robertson Potter Co., Chicago, 
has been appointed to handle ad- 
vertising and promotion for the 
Duncan Hines line of dates pack- 
aged under a Duncan Hines fran- 
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chise recently acquired by Pinder 
Products Co., Chicago. Plans call 
for the use of newspapers, maga- 
zines and trade journals. 


'‘Hamilton News’ Bows Out 


The Daily News, Hamilton, Ont., 
after less than a year and a half of 


‘operation, will cease publishing 
|shortly. Andrew Feller, president 
'of Feller Publishing Co., said ad- 
lvertising and circulation support 


had not materialized “quickly 
enough in sufficient volume.” 
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Charles Walden Forms Agency | ABC, Screen Gems 


Charles K. Walden, formerly an | 


account executive of Honig-Cooper Se]] 12 TV Films in 


Co., San Francisco, has established | 


his own agency, Western Produc- Melbourne, Sydney 


tion-Charles K. Walden, with of- 


fices at 593 Market St., San Fran- | New York, Feb. 28—Following | en programs to two Australian sta- | ported the sale of five film pack-| 
c | Hollywood's lead, television film) tions. Both TCN-TV, Sydney, and | ages to two other stations in Mel- 
include G. Oberdi & Sons, mar-|producers are developing export! HSV, Melbourne, bought the fol-| 


cisco. Mr. Walden’s accounts 


keter of Oberdi olives, Madera; | markets. 
United Grocers Ltd., Wellman Cof- 


San Francisco. 


Films produced for American| Tin” (39 programs), “Tales of the | 
fee Co., and E. F. Lane & Sons,/tv are being resold to stations|Texas Rangers” (26 programs), | 
producer of Lane’s honey, all of opening in other countries. 
Two film syndicators last week| Jackson” (39 programs), “Patti 


Screen Gems, a subsidiary of | 


|lowing: “Adventures of Rin Tin/' are: 


|“Jungle Jim” (26 programs), “Jet | 


reported sales to stations in | Page Show” (78 programs), “Fa-| of sales for Screen Gems, said the 
Australia. The stations are sched-| ther Knows Best” 
uled to begin telecasting later this|and “Your All Star (Ford) Thea-| made by the company since it en- 
year. | ter” (52 programs). 


(39 programs),| Australian sale was the largest 


“The Three 
“Racket Squad,” 
house,” “Passport to Danger” 
“Kieran’s Kaleidoscope.” 
John H. Mitchell, vp in charge | 


New 


7 Mis families go, they’re just beginners —freshmen 


at the game of growing. But they’re the people to 
watch and wait on because they’re the most impor- 
tant market in America today—Young Adults. 

They’re the young marrieds with the new heirs 
and the great expectations. With the modest new 
houses in the brand new communities. The people 
who start off needing a layette and wind up buying 
every time-and-labor-saving gadget a busy mother 
needs to make more time to spend with more chil- 
dren. And they’re the families with the new ideas, 
the new needs in everything from travel to trim- 
ming the lawn. 

They’re it, no doubt about that! We knew it, six 
years ago, when we created a brand-new Redbook 
just for this audience of Young Adults. When we 
deliberately set out to be the one magazine which 
would talk to Young Adults about Young Adults — 


| in their language. And let them see themselves on 


every page. 
And we know it more than ever today, by the 
way Young Adults have been reading Redbook, and 


} reacting to the information and entertainment 


we've offered them. While other magazines may 


Redbook 


The Magazine that sells Young Aiets 


“First Families” 


bung Adults 


preach about successful marriages with journal- 
istic detachment, Redbook editors reach into the 
right-now experiences of Young Adults to come up 
with detailed discussions of specific young-married 
problems: in-laws, communication, sex, responsi- 
bility, and so on. And if a fictionalized account of 
how the new baby takes over the spotlight has 
similarities to living Young Adults, it’s not coinci- 
dence—it’s further proof that Redbook makes 
Young Adults the order of the day, in every way. 

Yes, Redbook has become the magazine for Young 
Adults, just as we’ve intended it to be—and the 
surest, most economical way for you to reach your 
most important market is to discover the new 
Redbook! 


Do this: get a copy of Redbook today. Just to 
bring yourself up to date on what's inside a 
“new” magazine you ought to know better. 


HIGHEST EVER AT NEWSSTANDS @ 35¢ 971,000* 1986 


| tered the foreign field nine months 
ago. So far, 11 countries have 


| Columbia Pictures Corp., sold sev- ® And ABC Film Syndication re-| bought Screen Gems programs. 


The big favorite seems to be 
“The Adventures of Rin Tin Tin,” 


bourne and Sydney. The programs | which has now been sold for tele- 

Musketeers, ” | casting in Italy, France, Australia, 
“Herald Play- 
and | West Germany and Belgium. 


Denmark, Switzerland, Canada, 


Kroger Extends Stamp Plan 

Kroger Co. will distribute Top 
Value trading stamps at 68 of its 
|stores in Kentucky and southern 
Indiana starting Feb. 27. This is 
an extension of a merchandising 
program already in operation 
throughout many areas served by 
Kroger. A $100,000, 13-week pro- 
motion, including newspaper, ra- 
dio, tv and direct mail advertising, 
will launch the stamp plan in the 
two-state area. Announcements 
and catalogs of premiums are be- 
ing mailed to nearly 400,000 
homes, according to Top Value 
Enterprises Inc. 


“Nearly missed the train. 
Did miss my paper. And not one 
joker who got off ahead of me 


left his News on the car*!” 


*Surveys have even been made 
on the subject. Commuter trains 
arriving in Chicago yield up tons 
of morning pepers. But evening 
car-checks on commuter trains re- 
vealed exactly what the harassed 
gentleman above discovered— 
the Chicago Daily News goes 
home. It does not get left on the 
seat. It gets read by the commuter 
who then takes it home to be read 
by his family. It is a trusted infor- 
mation source, editorial force and 
advertising medium. And be- 
cause it goes home— 


THE CHICAGO DAILY NEWS 
Chicago's Growing Newspaper 
HITS HOME 
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PHOTO REVIEW 
OF THE WEEK 


Perine Wright Hutchins Carpenter 


REDBOOK ENTERTAINS—A cocktail party staged in New York by Red- 

book on the occasion of its movie award to Dore Schary and MGM 

“for the high quality of their production in 1955,” attracted, among 

others, Jay Perine, of Wesley Associates; Songstress Martha Wright; 

Hal Hutchins, who handles the drug and toiletries classification for 

Redbook, and Frank N. Carpenter Jr., vp in charge of sales of 
Shulton Inc. 


COLUMBUS’ ADMAN--Gus K. Bowman (right), partner in the Byer 

& Bowman Advertising Agency, Columbus, has been named “Ad- 

vertising Man of the Year” by the Advertising Club of the Colum- 

bus Chamber of Commerce. Presentation of the annual award 
was made by R. B. Berry, club president. 


Fitzsimmons Kimball 


MEDIA STUDIES AT McCANN U—Mc- 
Cann-Erickson, Chicago, now con- 
ducting the survey course in agency 
operation which it annually offers 


to some of its budding young executives, went off-campus recently to assemble a 
media faculty. For a lecture on “Why Newspapers?” the agency procured newspaper 
representatives W. W. Sauerberg (Ward-Griffith Co.), John E. Rohde (Reynolds- 
Fitzgerald Inc.) and Chas. L. Healy (O’Mara & Ormsbee), shown above in a pre- 
class briefing with McCann vps A. W. Sherer and Howard Heller. On magazines the 


REGAL—Bunny Cooper, chosen as Miss Royal Crown 

to help promote the beverage in 1956, is escorted 

by Bob Tannehill (left), vp of Compton Advertis- 

ing Agency, and W. H. Glenn, president of Nehi 

Corp., through the Nehi booth at a recent Chicago 
meeting. 


BIKE BEAUTIES—Named American Bike Queens, to 
reign over Bicycle Institute of America promotions, 
are Dorothy Steiner (left) and Carol Baldwin. 
They’re shown at Boca Raton Club with Frank 
Blair, tv news announcer, after judges couldn’t de- 


Kemper §§ Mitchell = Snook 


ON ADMAN ROUTE—This 30’ painted 
bulletin for McCall’s is designed to 
catch the eyes of New York ad- 
vertising executives commuting on 
the New York Central and New 
Haven railroads. The panel at left 
is changed each month to present 
the current cover. 


cide on an individual winner. 
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Beard McAllister Dibert 


HASH SESSION—Talking it over after an Associated Business Publi- 
cations meeting in Chicago are William K. Beard Jr., president of 
ABP, and Judson S. Sayre, president, Norge division, Borg-Warner 
Corp. Mr. Sayre was a speaker at the conference. Listening in are 
Donald McAllister, chairman of the board, ABP, and head of Geyer, 
McAllister Publications, and George Dibert, chairman of the Audit 
Bureau of Circulations and vp of J. Walter Thompson Co. 


Healy 
professor was Al Snook, western manager of the Magazine Advertising Bureau, pic- 
tured above with agency students Phil Kemper and Mary Jo Mitchell. From Parade, 
Edward Kimball, national sales manager, and James McAlester, midwest sales man- 
ager, came to talk on supplements. With them above is Katherine Fitzsimmons, a 


media print supervisor. 
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--- in Prniladelphia 


These days, you have to get off your * to move merchandise. That’s 
why, in Philadelphia, the all-new NEws is such a help. 


All new from masthead to back page, the sparkling NEws delivers an 
audience that is enthusiastically loyal. Not in long, dull years has Phila- 
delphia been treated to such vigorous journalism. Provocative columns 
that are unafraid of controversy. Quick and complete news coverage, 
feature stories that illuminate men and events. From Oxford Circle to 
Suburban Square, awakened Philadelphians of all parties are enthusi- 
astically reading and quoting the all-new NEws. 


Represented by: REYNOLDS-FITZGERALD 
New York « Chicago * Detroit » Syracuse + Atlanta 
Los Angeles * San Francisco * Seattle * Philadelphia 


Such reader loyalty pays off. So does the unexcelled visibility your 
advertising gets in our bright tabloid pages . . . we couldn’t bury you if 
we tried! Loyalty plus visibility . . . in more than 175,000 prosperous house- 
holds. No wonder alert advertisers, local and national, are giving us such 
fat linage * gains. They know it pays to bring their ads out in the open, 
and that we couldn’t bury them if we tried! They know, too, that huge 
circulation means little if your ads are getting buried: one reader who 
sees an ad is better than 101 who don’t. Try us yourself... soon... 
and see the bright difference! 


PHILADELPHIA DAILY 


“-NEWS-::-- 


*Gain 1,177,372 lines (over 1,177 pages) 
12 Months 1955 
Total Daily Advertising Media Records Inc. 
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Weeklies, Bi-Weeklies, Semi-Moathiies 
tCapper’s Weekly , 
Christian Advocate .. 


tNew Yorker 

Newsweek , 
Presbyterian Life 

The Reporter 
Saturday Evening Post 
tSaturday Review ... 
Sporting News 

Sports Iilustrated 


“Total Group . 
tive issues in January 1956; four issues in ; January 1955. 
1956; five issues in January 1955. 


Women's 
Better Living 
§Bride’s Magazine 
Everywoman’s 
Family Circle 
Good Housekeeping 
Ladies’ Home Journal 
McCall's Magazine 
tParents’ Magazine 
Seventeen 
Western Family. 
Southwest Edition . 
Mountain Edition 
No. Calif. Edition 
Northwest Edition 
Woman's Day 
Woman's Home Companion 
The Workbasket 
Total Group 596. 619.3 330,624 337,008 
§Published in January, April, July and October. tIncludes linage carried in special 
Shopping Scout Section (572 lines per page). 2Not included in totals. 


General 

American Artist ......... ‘ 
American Forests 

American Legion 

American Magazine 

Argosy 

Atlantic 


Four issues in January 


— 
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Cosmopolitan 
Eagle Magazine 


Harper's Mayazine 
Holiday 
Improvement Era 


National Geographic 
Promenade 

2’ Reader's Digest ... 
Real 

Redbook Magazine 
Syren 

4 See 
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10025 586,848 “555.206 
‘Larger page size (628 lines) in January 1955. *.One issue in January 1956; two 
issues in January 1955. *.Started accepting advertising in April 1955. 4.Published 
bi-monthly; figures shown are for January-February issue. Not included in totals. 


Home 

American Home 

Better Homes & Gardens 
Flower Grower .............. 
House Beautiful 

House & Garden 
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19,587 
30,921 
20,944 


18,644 
10,249 
13,167 
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Mademoiselle 
Vogue 
Total Group 


| Secrets Romance Group: 


| True Story Women's Group: 


| Boys’ Life 
| Child Life 


24,600 | 


| American Weekly 
Family Weekly 


— Pages———._ ————Lines—._ 
Jan. 


dan. dan. dan. 


Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances 
Modern Screen 
Screen Stories 
Fawcett Women’s Group: 
Motion Picture & TV Magazine .... 
True Confessions 
Hillman Women's Group 
Hillman Romance Group 


Ideal Women’s Group: 


Intimate Romances 
Movie Life 

Movie Stars Parade 
Personal Romances 


~ 
Ow 


Daring Romances 
Revealing Romances 
Secrets 


~ 
oY adh nd 5 


Photoplay 

TV-Radio Mirror 

True Experience 

True Love Stories 

True Romance 

True Story 

Total Group 
tNot published in January 1955. 
issues combined. 
NOTE: Figures for each publication in the Dell, 
Groups include all advertising carried by the group as a whole PLUS additional 
advertising carried by each individual publication. 


Magazine Linage Trend Figures in Thousands 


BRYN BAW NUDAAD: 
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Wea 4 257.3 


Not included in totals. tJanuary-February 


Business 

Barron's 

+Business Week 

Dun'’s Review & Modern Industry .... 
Financial World 


61,257 
162,616 
33,126 
27,785 
35,153 
78,526 
_ 13,623 


tFour issues in January 1956; five issues in January 1955. 


| Youth 


American Girl 


Scholastic Roto 
Total Group 


Outdoor & Sports 
American Rifleman 

Field & Stream 
Fur-Fish-Game 


ReSe GS 
el aooow 


wBRIS2 
own e ae 


tLarger page size (784 lines) in January 1955. 
Mechanics & Science 


Mechanix Illustrated 
Popular Mechanics 
Popular Science 


Total Group 
tPublished bi-monthly; figures shown are for January- February 


| Detective & Fiction 


| Thrilling Fiction Group 


Newspaper Sections (I) 

(Nationally distributed with Sunday newspapers) 
43.4 
19.4 


47,965 


21,537 16,461 


Fawcett, Ideal and True Story | 


36,918 


Advertising Age, March 5, 1956 


Advertising Pages and Linage in Magazines 


January Figures for U.S., Canadian and Foreign Publications Reporting to AA 


Newspaper Sections (II) 

(All other newspaper sections and comics) 
First 3 Markets Group 

New York Mirror Magazine 

New York Times Magazine 

Puck—The Comic Weekly 


Total Group 


Not included in totals. 


| Comics Magazines 
| American Comics Group 


tArchie Comic Group 
tHarvey Comics Group 
National Comics Group: 
(Total 2 Units) 
Red Unit 
Blue Unit 


Quality Comic Group: 


(Total 2 Units) 
Comics Unit 

Romance Unit 
Total Group 


34,377 
165,658 
24,576 


“ie 


224,611 


16,537 


tPublished bi-monthly; figures shown are for January-February issue. 


cluded in totals. 


Canadian National Weekend Newspapers 


(Rotogravure Linage) 


| La Patrie 
| La Presse 


+Star Weekly ........ PA EN seat 
Weekend Picture Magazine 


Total Group 


tFour issues in January 1956; five issues in January 1955. 


Canadian 

Canadian Home Journal .... 
Canadian Homes & Gardens 
Chatelaine ............ 


| Reader’s Digest: 


English Edition 

French Edition ........ . 
Revue Moderne 
Revue Populaire 
Samedi 
tSaturday Night 
Time-Canadian 

Total Group 


468. 
+Two issues in January 1956; five issues in January 1955. 


| Foreign 


Life International: 

English Edition 

tSpanish Edition 
Newsweek-European 
Newsweek - Pacific: 

Asian Edition 

Tokyo Edition 
Popular Mechanics: 

Mecanica Popular (Spanish) 

Mecanique Populaire (French) 


eooocoovcoovo 
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tTwo issues in January 1956; three issues in Se 1955. 


in January 1956. 
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- 
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112.3 
55.2 


38,013 
31,307 
37,715 
45,984 


153,019 


20,291 
14,649 
12,959 

8,780 
28,545 
28,643 


8,235 
8,872 
7,494 
7,701 
14,443 
10,509 
55,370 


226,491 


470,146 ’ 
tStarted publication 


Rheem, Richmond Merge 
Note worthy | Shareholders of Rheem Mfg. Co. 
¥ OR NOT | Richmond Radiator Co. have 
voted to merge. The merger calls 
difference, A before-and-after | for exchange of four shares of 
Richmond common stock for one 


WALK ADVERTISING TYPOGRAPHY of Rheem. John J. Hall, president | Preem has 16 plants in the U. S. 


@MOhewk 4-6134 of Richmond, will become a vp 


7 One little letter makes this big 
SAY P tree booklet proves our point. 


a1€. 


Richmond division. Rheem makes Mr. 


steel shipping containers, 


and 17 abroad. Richmond makes 


Negotiator 


BERNARD P. GALLAGHER 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


‘bath and kitchen fixtures as well 


East Coast. 


Wadington Joins Williams cheeses. 
Robert W. Wadington has joined | papers, 
the staff of W. J. Williams Adver-' materials. 


‘a line of vitreous and cast-iron Co-ordinated Adds One 
Co-ordinated Advertising Corp., 
as heating and cooling equipment. New York. has been appointed by 
Richmond has four plants on the Lillian Dairy Products Corp. to 
handle advertising for all Sodus} 
‘and Crowley brands of 
Media will include news- 
radio and point of sale 


,of Rheem in charge of a separate) tising Agency, Kalamazoo, Mich. 
Wadington, formerly adver- 
a variety of products including} tising manager of Protection Pro- 
water | ducts and before that an account 
heaters, air conditioners, automo-| executive of Albert Frank-Guen- 
tive parts and accessories, farm) ther Law, will handle several ac- 
tools and military components.| counts and new business relations 
in the Kalamazoo area. | 


soft | 


10,000 vital 
DEFENSE BUYERS 


read this bi-monthly 
organ of the Armed 


NATIONAL 
REPRESENTATIVE 
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Around the world ... showing your product 


at its best to the people who matter most... LIFE FE 
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Kar-Rug Campaign Expanded | division, Wooster, O., will launch 
Wooster Rubber Co., automotive | the “largest consumer advertising 


_|mote Stylemaster Kar-Rugs, now 
}available in nine colors for both 
|the front and back floors in cars. 
|Initial advertising will be full- 

|color pages in March 19 Sports 
buyers of metals, use Illustrated, April 7 Saturday Eve- 
: AMERICAN METAL MARKET ning Post and the May True. Mc- 
Daily Newspaper of the Metal Industries | Daniel, Fisher & Spelman, Akron, 
18 CLIFF ST., NEW YORK 38, N.Y. O., is the agency. 


To the man “from Missouri” 
who must be shown... 


To reach tonnage 


=> 
= / 


campaign in its history” to pro-| 


... the big, new 


Lambert Jubilee Catalog 


An important aid to users of fine quality photographs is the new 
king-size Lambert Jubilee Catalog. On its 90 pages are over 1500 
sparkling photographs—al! indexed for easy reference. It is durably 
bound and handsomely covered—a handbook of photographs on 
nearly every topic. Here is the largest and finest catalog of quality 
photographs available in today’s market—an illustration tool that 
is almost as necessary as a pencil. 


Remember to order yours TODAY! 


gett eeereeewes, 
. 


ONLY 


HAROLD M. 


ERT STUDIOS 


2805 Cheltenham Avenue 
Philadelphia 50, Pa. 
MAjestic 5-1400 


| National Nielsen Ranking of Radio Shows 
| Two Weeks Ending Jan. 21, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen-Total Audiencet 


| 
Current 


Rank 


| 

| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Our Miss Brooks (Toni, CBS) 
Edgar Bergen (Anahist, CBS) 
| Two for the Money (P. Lorillard, CBS) 
Edgar Bergen (CBS Columbia, CBS) 
Dragnet (Chesterfield, NBC) 
| 


Program 


News & Gene Autry (Wm. Wrigley Jr. Co., CBS) 
Great Gildersleeve (Anahist, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Gunsmoke (Liggett & Myers, CBS) 

People Are Funny (Participating, NBC) 


(10 


| EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


| Lowell Thomas (Delco Batteries, CBS) 
| 2 One Man's Family (Participating, NBC) 
| 3 News of the World (Miles Labs., NBC) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 

Wendy Warren (Philip Morris, CBS) 

Arthur Godfrey (Staley, 10:15, CBS) 

Helen Trent (Toni, CBS) 

Guiding Light (Procter & Gamble, CBS) 
Young Dr. Malone (Toni, Tues. & Thurs., CBS) 
Arthur Godfrey (Corn Products, Fri., CBS) 
Arthur Godfrey (Staley, 11, CBS) 
Arthur Godfrey (Pillsbury, CBS) 
Arthur Godfrey (Kellogg, CBS) 
Ma Perkins (Procter & Gamble, CBS) 


COnNC UWA WH — 


10 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 

1 Woolworth Hour (F. W. Woolworth Co., CBS) 

2 Your Nutrilite Theater (Mytinger & Casselberry, NBC) 
3 Robert Trout-News (Chevrolet, 10, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Gunsmoke (Liggett & Myers, CBS) 

2 Robert Q. Lewis (Milner, CBS) 
3 Allan Jackson—News (Chevrolet, 12, CBS) .. 
*Number of homes reached is based on 46,800,000, the estimated January, 

total U.S. radio homes. 

tHomes reached during all or any part of the program except for homes listening 
only one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 
programs, homes listening one minute or more are included. 


sented at a dinner given by the 
Oregon Advertising Club, which 
conducts the competition annually. 
Merit awards in the general classi- 


Oregon Adclub’s 
fication went to Jantzen Knitting 


Mac Wilkins Award |Mills (Botsford, Constantine & 


PORTLAND, OreE., Feb. 28—The | Gardner), Oregon State Highway 
|First National Bank of Portland| Commission (Cole & Weber), Spo- 
‘has been awarded the Mac Wil- | kane, Portland & Seattle Railroad 
kins memorial award for the best| (Richard G. Montgomery & Asso- 
general advertising campaign injciates), and Portland-Willamette 
the state. Cole & Weber is the|Co. (Searcy Advertising). 
| agency. | Sweepstake winner in the re- 
| This award and other awards in | tail classification was Benson Ho- 
‘three classifications 


Portland Bank Wins 


|ner). Merit awards in this classifi- 


EVERYBODY READS 
YOUR AD IN THE 
BEACON JOURNAL 


YOU GET COMPLETE COVERAGE IN AKRON‘S 
ONE BILLION FORTY MILLION DOLLAR MARKET 


Akron’s ONLY newspaper gives you complete and exclusive 
access to Akron’s important Billion Dollar Market. Other com- 
parable markets require TWO papers to do the job. Akron’s one 
powerful newspaper, at one low cost, either Evening or Sunday, 
is a best buy for you. R-O-P Color available Daily or Sunday. 


STORY, BROOKS & FINLEY, REPRESENTATIVES - JOHN 


| cation were presented to Portland 
General Electric Co. (Joseph R. 
, |Gerber Co.), Pacific Telephone & 
| Telegraph Co. (Batten, Barton, 
CIRCULATION 'Durstine & Osborn, San Francisco), 
' Colonial Mortuary (Richard G. 
Ne freon | Montgomery & Associates) and 
unday, : |Florists Ad Council (Art Smith 
POPULATION | Advertising). 
Metro. Area. 446.100 | Industrial advertising campaign 
Ret. Tr haat 578 300 awards went to Electric Steel 
. : P . |Foundry (Cole & Weber), Hyster 
Co. (Cole & Weber), Timer Struc- 
ONE LOW RATE |tures (Art Smith Advertising), 
Evening or Sunday Roseburg Lumber Co. (Porter Ad- 
vertising) and L. M. Equipment 
'Co. (Hugh D. Dwight Advertising). 


Madison Ave. Club Elects 

The Madison Ave. Club, an as- 
'sociation of young New York ad- 
vertising executives, has elected 
| Joseph F. Anderson, Dictaphone 
| Corp., president for 1956. Other of- 
ficers are Richard D. Gibson, New 
York Herald Tribune, vp and 
treasurer, and Edmund W. Morris, 
Bristol-Myers Products division, 
secretary. 


Bus Spectaculars Organized 
Bus Spectaculars Inc. a new 
transportation advertising com- 
pany, has opened offices at 565 
Fifth Ave., New York, and 1418 
Walnut St., Philadelphia. Irwin 
|Rubin, formerly exec vp of Car- 
S. KNIGHT, PUBLISHER | Cards Inc., is president of Bus 
Spectaculars. 


were pre- tel (Botsford, Constantine & Gard- | 


Advertising Age, March 5, 1956 


Amana Woos Customers 
With Free Cookbook 


Amana Refrigeration Inc., 


| Amana, Ia., is offering to custom- 


ers a free 76-page cookbook, avail- 
able from its dealers. “Meal Mag- 
ic,” for use by freezer owners, is 
offered on the Amana-sponsored 
“Phil Silvers Show” Tuesday night 
on CBS-TV, with Laraine Day 
urging tv viewers to visit their 
local dealers to get a copy. 

Amana will also make the offer 
in ads scheduled for Holiday, Life 
and The Saturday Evening Post 
during March and April. Tie-in 
promotional material is available 
to dealers. 


Velsicol Names Allen 

Allen Advertising, Chicago, has 
been assigned to handle advertis- 
ing for the industrial chemical di- 
vision of Velsicol Chemical Corp., 
Chicago. Western Advertising 
Agency, Chicago, which formerly 
serviced the division, will continue 
to handle Velsicol’s agriculture 
chemicals division. 


How the 

M.B. Skinner Co. 
uses ads in 
businesspaper's 
to sell clamps 
competitively... 


4 


OBJECTIVE: 

To sell gas and water company 
officials on purchasing Skinner 
clamps rather than the clamps of 
a competitor. 

SCHEDULE: 

Two-color pages in four business 
publications. 

RESULTS: 

“The past year, 1954, during which 
these advertisements appeared, set 
a new sales record for the articles 
advertised for all time. The in- 
crease over '53 averaged 22%.” 
AGENCY: 

Jones & Taylor and Associates, 


building better 
businesspapers... 


Tue Associateo Business PuBLicaTions 
Founded 1906 

205 East 42nd Street, New York 17, N. Y. : 

CTT SCNT NO TITS 


| 


’ 


oS es a ee ibe ae wt : 4 , ee ee nee ee eee 2 eee .. 2 ilies 

_ ot e a r 4 fy 2 ? eS wT : cl ere Bar pe eh 2 is ten gee ee a ee ee wae 5 a ray oP ea ee 4 ; ea ae gy lee: i.e = a a . 
eee 

i 64 | 
i ted 

4 oe 
eae ,, 

Be oo : 
mss ee 

ee eae 

ie 

* ee | 

ya ) 

Pa ov P| (000) 

ee (842) { 

ey te sii eeiedcinannittiakdabnciiniles <a 

ae ee La ee a CT 
hig sagianniaiesminnnicncins: an ' 

m feet ! 

hs, ; pelts 5 2 a tie . easwcinumctemncancinins  Q 

os ¥ aa y BS ss y 2 3 - . ‘ ; a 9 : Cane te j eouececeunndastascssenaueséees 1,872 7 

Ng Gin pees ee 0 Te ai. OS I nd 

4 A ; ¢ " A - * ne pana \ = foe pers i a ay Re) = ‘a 4 a eer . sunveiciciatationasine . Vg | 

ee ay bt Shift BR rniehte 2 oe : . a. ie. ppcemeepntenciieainnueieicsc Tae 

aiRe someming - =e th a Bt RI SE a 

foe igs Tee ae ge oS Ghar aiere” | ae tet ee 

a Cie ee pe eens | ae a (796) 

noe : a nn Aa Wininencijenpidllitisindtisicss) a 

Ba mber . > aa | 

Brien Mae ps od ee a aa ee gZ. : — CT r : 

ree me fy bet : at ib Sax a : J (1,544) \ 

} Re ame neee 3 decker . . oS 

Ht hte: es ie La ree we, ‘ 2,293 

ean! fa , 3 kp eet SSS TTT 

a = Re 5 ad 

Spt ™ ay > RS 

7 Da ‘ e+ S re r y 3 4 ~ | neonntbdiindintahianedeianpalinemseesae 

eae ney vy ye Sea \ ‘ ae : | 

. ie ee aac % ‘ ond 

es q 

Pu | 

a +: | | 

on Fe TT ET | 

ieee 

Ot ee | a 

EPBN... i *8.00 } e * a 

ia as — j= 
pet Po ee oe ae ee) os 

Pa) 5 en é i a 

de my" ‘@ < 

iS cy ° . 4 : d 

————— a ieee. a 

rks. . REPAIR BROKEN MAINS 

e 2 ’ __ 1M 1S MINUTES! 

pee : “eee = 

a Ma H/ «> beets 

a Van PY : 

a zh \\ 3 s a 

Pai a 5 SKISSER-SEAL —-sPut couruNc cLame 

Ee S- 

| : <. —e ac | 

Pe “ ort 

nage! cue 

ae | 

as . = ' 

8 | 

ij bait ; # 

ate | | 
ee, | 

= | 

Si } 

ae 

Ng | 

oF } 

es 

Bes , sss 

3 | sa. 

7 aoe : q lq +s etter businesspaper 

<a a: ; ouns” ’ 

er 

Pe | 

E | 
bias a ee ig F126 ee HON f Ate rere. <a Se , = ; ee : 4 ae. EE 5 Ane af > —— ‘ aoe —— 

ie 2455 Es Sak : * ‘ y . : : E sila a Et lo ; Meee” ee dai oe 
ere ae eS a aa - 


THOMAS J. DE PALMA, formerly a 

merchandising executive with 

Cunningham & Walsh, has joined 

Outdoor Advertising Inc., New 

York, as coordinator of merchan- 
dising activities. 


Thor, Adless But 
Merger-Minded, 
Moves into Black 


(Continued from Page 2) 
out to one of our big competitors; 
(2) stay in our rut until all our as- 
sets had been dissipated; or (3) 


Michael Joins E. S. Kellogg 

Martin Michael has resigned as 
account supervisor and creative di- 
rector of Milton Weinberg Adver- 
tising Co., to join Edward S. 
Kellogg Co., Los Angeles, in a 
similar capacity. 


Bluethe Named Ad Manager 
Hans W. Bluethe has been pro- 


: moted to advertising manager, in- 
'| dustrial division, Surface Combus- 


tion Corp., Toledo. Mr. Bluethe 


joined the advertising department 


in May, 1955. 


Willier Establishes Award 


versary as a public relations coun- 
sel, Robert A. Willier & Associates, 


| 


a 4 G : a 3 ane 


urt Freiberger Adds Two 


Cc 
| Curt Freiberger & Co., Denver, 


In recognition of its 10th anni- | 


vertising for 


St. Louis, has established an an-|Corp. and Eaton Metal Products. | Fla. 


nual award, the Robert A. Willier 
Public Relations Award, to be giv- 
en through the St. Louis chapter | 
of the Public Relations Society of | 
America for “outstanding per-| 
formance of a public relations| 
mission.” The award is especially 
intended “to encourage and recog- 
nize the efforts of young people in 
the field,” the company announced. 


Sid Hix Moves to Florida 

Sid Hix, Chicago cartoonist for 
|has been appointed to handle ad-|25 years, has moved his studio 
Stanley Aviation|to 2313 Valencia Dr., Sarasota, 
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And one con’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, Invasion of Privacy, Copyright 
Violation. Accusing Agency, Client, 
Performer—anyhow, a claim is made 
THEN you should have our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before any 
claim is lodged. 


WRITE FOR BETALLS 
_ AND RATES & 


revise our thinking and convert 
the assets at hand into profitable | 
enterprises. We chose the third 
course.” 

Thor suffered a loss of $2,543,596 
in 1954, before depreciation. The 
profit last year amounted to $433,- 
506 before depreciation and non- 
recurring gains and losses. An 
income of $1,123,711 from non- 
washing machine activities was) 
reduced by losses of $690,205 in| 
washing machine sales. 


® Thor started its expansion pro- | 
gram last year after selling its) 
washer plants, and signing a con- | 
tract with Bendix home appliances | 
division of Aveo Mfg. Corp., the | 
company that manufactures Thor | 
washers (AA, March 7, ’55). Thor 
next acquired Max Eckardt & Sons, | 
and K & W Glass Works, ornament | 
makers (AA, Aug. 29, 55). Thor | 
then purchased Allied Paper Mills. 
Operations of the Phillips Control 
Co., electronics manufacturer, were 
expanded. 

Allied Paper, with current sales 
at the rate of $25,000,000 annually, 
should produce $2,000,000 to $2,- 
500,000 annually, or $6 to $7 a) 
share, before taxes, Mr. Maremont 
said. The ornament division is ex- 
pected to net $2 a share and the 
electronics division $1 a share, be- 
fore taxes, for an annual per share 
total of $9-$10 before taxes, he said. 


s “The assets conversion job at 
Thor is certainly not completed; 
yet the shares have sold at $32, 
compared with $14 per share in 
1954,” Mr. Maremont said. “We) 
are now negotiating a number of | 
additional acquisitions, some of | 
them in the paper field, that give 
promise of adding to our profits. 
“Because of the need to conserve 
our cash for these anticipated pur- 
chases, we are at this time -post- 
poning declaration of a dividend.” 


Gruen Watch Acquires 60% 
of Waterman Pen Stock 

Gruen Watch Co., Cincinnati, 
has acquired majority control of 
L. E. Waterman Pen Co. Ltd., Mon- 
treal, parent organization of Water- 
man Pen Co., Seymour, Conn., and 
Waterman Pen Co. Ltd., London, 
England. The purchase was ac- 
complished through a stock trans- 
fer arrangement whereby Gruen | 
acquired 60% of the Waterman 
stock. Gruen and Waterman stock- 
holders’ approval is expected early 
in March. Waterman will operate 
as an autonomous division of 
Gruen, with no changes in man- 
agement, Gruen officials said. 


ost advertising 

agencies and advertisers 

know...the A.T’ A. phrase 

“lowest practical cost’ is 
based on actualities... 

expert craftsmen, fewer 

revisions, shop short cuts 


and correct costs. 


For further information 


contact the member nearest you or 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 
GLENN C. COMPTON, Executive Secretary 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ALBANY, N. Y. 

Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 

CHICAGO, ILL. j 

. M. Bundscho, Inc. me 
¢ Faithorn Corp. > 

Hayes-Lochner, Inc. : 

Runkle-Thompson-Kovats, Inc. 

Frederic Ryder Company 

CINCINNATI, O. 

The J. W. Ford Company 

CLEVELAND, O. 

Bohme & Blinkmann, Inc. 

Schlick-Barner-Hayden, Inc. 

Skelly Typesetting Co., Inc. 


COLUMBUS, O. 


Yaeger Typesetting Co., Inc. 

DALLAS, TEX. 

Jaggars-Chiles-Stovall, Inc. i 
DAYTON, O. eat 
Dayton Typographic Service 

DENVER, COLO. 

The A. B. Hirschfeld Press 

DETROIT, MICH. yk 


Arnold-Powers, Inc. 

The Thomas P. Henry Co. 

Fred C. Morneau Co. ia 
George Willens & Co. aA 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. < 


Claire J. Mahoney 
MILWAUKEE, WIS. = 
Arrow Press . 


MINNEAPOUS, MINN. 
Duragrarh, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic Service, Inc. 

Central Zone Press, Inc. “28 
The Composing Room, Inc. 
Composition Service, inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. , 
Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 

Lino-Craft Typographers, Inc. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc, 

Frederick W. Schmide, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arcs, Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 

Kurt H. Volk, inc. 

NEWARK, N. J. ; 
Barton Press - 
William Patrick Co., Inc. ; 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordes, Inc. 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey Typographer 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 

SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’'s 

SYRACUSE, N.Y. 

Syracuse Typesetting Co., Inc. 3 
TORONTO, CANADA F A 
Cooper & Beatty Limited 
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Along the Media Path | 


| 


The Dallas Times Herald pub- | the Esquire fashion award for “his | 29 


lished a 248-page, 21-section edi- 
tion, Sunday Feb. 5, commemorat- 
ing the 100th anniversary of Dallas 
as an incorporated city. 


® The Chicago Sun-Times last 
month began distributing “Briefed 
Magazine,” a 32-page digest-size 
monthly of business ideas, to the 
buyers, merchandise managers and 
key executives of Chicago depart- 
ment stores: “Briefed” is published 
in New York. but the Sun-Times 
will use the inside front and back 
covers and the outside back cover 
to present its own message. 


® Parade marked its 10 years un- 
der the direction of Red Motley 
with a brochure using circus-type 
lettering and art and a circus 
theme. The gimmick that delights 
the friends of Red Motley is that 
on each page the illustration shows 
a caricature of Red in the various 
garb of circus folk. 


® El Diario de Nueva York has 
augmented its composing room 
with the addition of three extra 
Linotypes, bringing its total to 11, 
plus a second Ludlow. 


® KPTV, Portland, Ore., sent out 
10,000,000 mark notes (the old 
ones, issued by the German gov- 
ernment in 1923) to remind peo- 
ple of its new 1,000,000 watts in 
power and new, higher tower. 


® Cardinal Francis Spellman of 
the Archdiocese of New York has 
been presented Travel Magazine’s 
annual Mr. Travel Award. The 
award is given to the American 
citizen who has traveled for busi- 
ness or pleasure during the year 
and “added to the respect and 
esteem for American institutions 
and culture by his personal de- 
meanor and also helped further 
the cause of world peace and un- 
derstanding among nations.” 


® Virgil M. Exner, Chrysler Corp. 
director of styling, was awarded 


ORAVISUAL ALL PURPOSE 
PORTABLE EASEL 


Designed for use with large paper) 
writing pads. Also ideal for showing , 


turnover charts or cardboard charts. 
All aluminum construction. Folds up 
for easy carrying or storage. 
Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersourg 2, Fla. 


|outstanding achievement in the 
|application of fashion to the de- 
‘sign and styling of 1956 automo- | 
| biles” at the National Assn. of 
Retail Clothiers and Furnishers | 


convention. | 


® The Philadelphia Daily a 
supported Brotherhood Week dur- | 
ing the week of Feb. 19 by buy- 
ing spots on seven local stations 
to broadcast messages by local 
clergymen. 


pre 


‘PURE’ CIRCULATION—New promotion 
booklet put out by Business Week, 
New York, carries a real piece of 
Ivory soap on cover. The magazine 
says it has “turned down more than 
$100,000 in subscription revenue 
from would-be (but mayn’t-be) 
subscribers” in the past three 
years. 


® The Farm & Ranch annual 
household products survey for 
1955-56 revealed, among other 
things, that rural use of aluminum 
foil has increased from 46.8% of 
subscriber respondents in 1954 to 
52.9% in the current survey. In- 
creases in redecorating and reno- 
vating, use of linoleum, paper 
towels, etc., were also indicated. 
Copies of the survey are available 
without charge to advertisers and 
agencies from Farm & Ranch, 318 
Murfreesboro Rd., Nashville. 


® WABD, New York, is offering 
a daily tune-in-when-you-want 
movie program. The movie runs 
continuously between 10 a.m. and 
4 p.m. 


© Department of New Laurels: 

The March issue of American 
Home closed with a 17.8% page 
gain over March, 1955. 

Redbook had a 19.3% gain in 
advertising linage for the first 
quarter of 1956 over the corres- 
ponding quarter of 1955. 

Scholastic Roto’s advertising | 
revenue is up 20% for the first | 
quarter of 1956 over the similar | 
period in 1955. 

Grit has set a new high in ad- 
vertising income. Total billing for 
its January, 1956, issue was 41.6% 
ahead of January, 1955. 

Living for Young Homemakers 
had a gain of more than 37 ad- 
vertising pages for the first three | 
months of 1956 over the same | 
period in 1955. 

Sports Afield for the first quar- | 
ter of 1956 reports a gain of 19 
| pages—11.9% over the same pe- 
‘riod in 1955. | 
| The March, 1956, issue of Suc-| 


| 
| 
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cessful Farming is the largest rev- ary for Esquire was 62% ahead of improvement and remodeling, as 
enue issue in the publication’s | February, 1955. well as new eS 
history, with a gain of 13.1% in| Everywoman’s Magazine’s April | Reiss Advertising, New York, 
ad linage over the March, 1955, | advertising revenue is 28.5% |e 28ency: 
issue. ‘higher than for April, 1955. N T 
. , ‘ : ames Iwo 
Motor Boating reports a gain of | Good Housekeeping’s ad revenue | 5F¥an a, Inc. New York 
Se eee Se. Stier Wak uy OS over | ae capeheanl Sibert H. Boulware, 
first two issues of this year. |the same period last year. station manager of WLW-T, Cin- 
The February issue of Motor | cinnati, associate media director, 
shows an 18% increase in adver- | p73.7; Manufacturer Aims ‘effective March 1. Mr. Boulware 
tising over last year. N . . ith the advertising depart- 
ew Campaign at Architects W®5 W 
The March, 1956, issue of Ladies’ | David ly Cc ins “Sask ment of Procter & Gamble and 
Home Journal has the largest ad- | — ee ger Pr atts was commercial manager of WSAI, 
a | manufacturer of hi-fi components, |... i before joining WLW-T 
vertising revenue of any March |jntercom and public address Cincinnati, before Joining : 
i in th ine’s 73- : te Bryan Houston also has promoted 
issue in the magazine’s year | equipment, will launch an adver- Harry E. Wholley to manager of 
history, with 85,657 lines repre-'tising campaign aimed at the na~ | it. soeselicindieiint department. 
senting more than $2,588,000 of|tion’s builders and architects with 
revenue. an eight-page insert in the April) 
Nation’s Business’ first quarter = wt artis heeerd. a oe = 
shows a 28% gain in advertisin eme oO e insert wi e n| avoy Knitting Mills Corp., New 
e : s Architect’s Guide to Sound Sys-| York, has named Norman D. Wa- 
volume over the same period of rs ; 
1955 tems. ters & Associates, New York, to 
Ad me ‘ Bogen hopes to open a new mar-|handle its advertising. Marvin 
vertising “joes & the Febru- ket selling architects and builders | Sherres, who formerly had the ac- 
ary American Girl is 37% higher on the advantages of including | count before he closed his agency 
than in the February, 1955, issue.| modern sound systems in their|and joined Waters (AA, Jan. 30), 
Advertising linage for Febru- completed blueprints for building | is account executive. 


Sell-mates, WLW Radio offers the 
only Certified Audience Plan in any 
broadcast media. ..certifying a 
pre-determined audience at a low 
one dollar (or even less) 
per thousand home broadcasts 
| —backed by the official 
NIELSEN REPORTS. 
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IN DJ CORNER—Archie Moore, light-heavyweight boxing 
champion, has signed a contract to do a daily sports show, spon- 
sored by Pearson Ford Co., and a Saturday disc jockey stint, spon- 
sored by Westerlund & Lange, automobile parts and supply, for 
KFMB, San Diego. Shown with Mr. Moore are Virgil Clemons, ac- 
count executive, KFMB; Ivor DeKirby, sales manager of Pearson 
Ford, and Lisle Shoemaker, head of Lisle Shoemaker Advertising, 
Pearson Ford’s agency. 


‘Insult Consumers,’ 
Admen Are Advised 
by Fawcett's Daigh 


New York, Feb. 28—One way to 
get more customers is to insult °em 
in your advertising. That’s the 
opinion of Ralph Daigh, vp and 
editorial director of Fawcett Pub- 

lications. 
| He told a meeting of the Amer- 
ican Legion ad post last week that 
people who buy space are “entirely 
too courteous with their mes- 
sages.” He said he was led to this 
conclusion by the findings of years 
of research that No. 1 among all 
| types of editorial titles is the “in- 
| sult title.” 
| “I would dearly love,” he added, 
|“to see the readership on an ad 
for electric razors with the head- 
line, ‘Some men are just too dumb 
| to have the better, easier way.’” 
Mr. Daigh said, “One lesson you 
| media men can save money on is 
that men prefer photographs to 


| other illustrations. No illustration | 


will get the readership measure- 
ment of a four-color photo. A b&w 
| photo of comparable subject mat- 
ter will outrank a four-color illus- 
tration by a comparable artist on 
comparable subject matter.” 


® He said another psychological 
fact little used by advertisers is 
reader preference for first person 
stories. 

“Apparently,” he said, “there 
is an easier transference of reality 
in the first person story and an 
easier identification for the reader 
with the actions or adventures 
that are being related.” 


Noilly Prat in Magazine Drive 

Browne Vintners Co. has 
launched a spring advertising cam- 
paign for Noilly Prat French dry 
vermouth in Cue, Esquire, Gour- 
met, Holiday, The New Vorker, 
The New York Times Magazine 
and Sports Illustrated. Lawrence 
Cc. Gumbinner Advertising Agency 
has the account. 


CROSLEY BROADCASTING CORPORATION A DIVISION OF \ 


ce 10. a ants 


NO--Tee 


have over 40,000 square feet 


actually we 


in a building we own and 
operate, devoted exclusively to 
servicing the advertising field. 
Here you will find art, 
photography, ad-setting, 
photoengraving, color process 
and electrotyping all under 
one roof and one management. 
Whether you buy one or all 
six you can’t afford to miss the 
opportunity of investigating 


Pontiac services. Call or write. 


TYPOGRAPHY 


new UNIFIED 
Sree cowv™® SERVICES 


PH 
Cc 


Pontiac 
Engraving & 
ZlectrotypeCo. 


812 W. VAN BUREN STREET 


WA ymarket 1-1000 © Chicago 7, Illinois 
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Riley Barr 


WELL-MET—Photographed at the Inland Daily Press Assn. meeting in Chicago are Stew- 
art Riley, of the Herald-Telephone, Bloomington, Ind., and Times-Mail, Bedford, Ind., 
IDPA president; John A. Barr, president and board chairman, and John A. Martin, 
Montgomery Ward & Co.; Philip D. Adler, Times, Davenport, Ia.; Norman D. Black, 
Forum, Fargo, N. D.; John P. Harris, News-Herald, Hutchinson, Kan.; Lester A. Walk- 


Black Harris 


Montgomery Ward Adds Magazines, 


TV to Usual Newspaper Schedule 


(Continued from Page 3) 
Morning Advocate, and Irwin 
Maier, Milwaukee Journal. 

Mr. Adler said the newsprint 
supply for 1956 is running a year 
behind increased demand. He pre- 
dicted, however, 
capacity in the U.S. and Canada 
will increase by 1,400,000 tons by 
the end of 1958. This will be ac- 
complished through an increase in 
mill facilities in the two countries, 
he said. 

Southern publishers were praised 
by Mr. Manship for their participa- 
tion in establishing new paper mills 
in the South. Much of the current 
shortage will be relieved by pro- 
duction from the new mills in Tex- 
as, Alabama and Tennessee, he 
said. 

Mr. Maier announced that a sur- 
vey of newsprint consumption in 
12 midwest states now being con- 
ducted by the IDPA will be com- 
pleted by April. Mills and pub- 
lishers will be able to tell very 
accurately just how much news- 
print will be needed in the Mid- 
west when the survey is ready, 
he said. 


the letter state laws on political 
advertising. 

First place awards for outstand- 
ing typography were awarded by 
| the IDPA to the Twin City News- 


Walker Siebert 


Finn 


er, Tribune, Fremont, Neb.; Dr. Fred S. Siebert, University of Illinois; Karl Finn, Cin- 
cinnati Times-Star, president, and Robert Pace, secretary, Newspaper Advertising Ex- 
ecutives Assn.; James Morrow, Inland Newspaper Representatives Inc., Chicago; 
Charles Buddle, J. P. McKinney & Son, president of the Chicago chapter of American 
Assn. of Newspaper Representatives, and Ken Dennett, O’Mara & Ormsbee, Chicago. 


auto accessory chain, and Super- 
Knit Corp., maker of knitting ma- 
chines. 


@ Mr. Persky used to be a radio 
show packager. He admits that up 
to now Product Services has been 
“a one-man agency.” (The agency 
has 40 employes.) To correct this 
situation, he brought in Lester 


Blumenthal as general manager) 


Jantzen Boosts 
Magazine Use 40% 


in Sweater Drive 


(Continued from Page 2) 
used in 1955. Bleed pages will run 
in Esquire and True in August, 
September and December. One- 


ucts we sell have been able to rise 
above the advertising.” 


s Mr. Lewis told NARCF members 
that the industry will not meet 
with success this year unless it 
gambles with increased and better 
advertising. 

“Let’s get off the conformity 
cloud and consistently try to use 


that newsprint | 


| Record, Neenah-Menasha, 


‘the Eagle Star, Marinette, Wis.;|™etly a radio-tv vp at Norman, 


Wis.; | last week. Mr. Blumenthal was for- | 


column ads of individual players the creative tools at our com- 
will run for 17 weeks in Sports| ™and,” he said. “I’m for the daring 
| Illustrated. Outdoor advertising al-| approach, for we are in a daring, 
'so will be used in 68 markets. In| Stimulating era of advertising— 


Post-Bulletin, Rochester, Minn.; 
Repository, Canton, O., and Mil- 
waukee Journal. 


Product Services Is 
Virtually 1-Medium 
Agency (75% in TV) 


(Continued from Page 2) 
for as many as 100 one-minute 
spots per week. 


® On network television, Glamor- 
ene buys time on the “Afternoon 
Film Festival” (Monday through 
Friday) and the “Famous Film 
Festival” (Sunday night), both on 
the American Broadcasting Co. It 
is also placing locally a 15-minute 
Virginia Graham program. 
Clayton Hulsh, president of 
Glamorene, told AA sales “have 


Craig & Kummel. 


The acquisition of Mr. Blumen-| addition, Jantzen may use tv and) 


thal coincided—not accidentally, it 


radio spots. 


| and, most of all, in a highly com- 
petitive era for the eye, ear and 


seems—with the dropping of Char-| In September, Jantzen also will total mind of the purchasing con- 
les Antell Inc. as a client (AA, Feb.| run a seven-page section in Charm, | S¥mer. 

27). Mr. Persky says the agency is| in which the company will for the | P 

now interested in a “different type first time advertise all of its prod-|® Advertising, or lack of it, in the 


client.” A cosmetics account is cur- 
rently being solicited. 

Product Services is not a mem- 
ber of the American Assn. of Ad- 
vertising Agencies and Mr. Persky 
states he is definitely not interested 
in becoming a member. 

“As far as I can see,” he says, 
“the Four A’s serves no useful 
function.” He claims it is well 
known that Four A’s agencies fail 
to live up to the codes of the asso- 
ciation. 


Ludman Appoints Jack Stark 


Jack Stark, formerly with the 
Miami Herald and before that 


ucts. The company plans to in- 
|crease magazine expenditures by 
| 40% and outdoor by 12% to 14% 
|this year, compared with 1955. 
Botsford, Constantine & Gard- 
|ner, Portland, is Jantzen’s agency. 
_CRITICS HIT MEN'S 

SUIT, SPORTSWEAR ADS 

| Cnicaco, Feb. 28—Advertising 
for men’s sportswear was branded 
jas “unimaginative,” and for men’s 
| suits as insufficient, at last week’s 
| convention of the National Assn. of 
| Retail Clothiers & Furnishers (AA, 
|Feb. 27). But the American Insti- 
tute of Men’s and Boys’ Wear came 


sky-rocketed” since the launching 
of the Persky-type television pitch- 
es last fall. The success has encour- 
aged the company to bring out a 
new product, Glamorene liquid 
cleaner. This is an all-purpose 
cleaner developed especially for 
the cleaning of the new synthetic 
materials. 

The Hulshes are now getting the 
liquid cleaner into distribution, and 
Product Services will eventually 
provide the same high-pressure tv 
promotion. The Glamorene account 
is now worth $1,000,000 in billings 
to Mr. Persky and with the intro- 
duction of the liquid cleaner, bill- 
ings are expected to top $2,000,000. 


® John Barron, of the News-Trib- 
une, LaSalle-Peru, Ill., discussed 
ways to save newsprint. His news- 
paper gained more space by (1) 
running editorial matter about 
churches on a page ad for churches, 
(2) printing a four-page listing of 
weekly tv programs once a week 
instead of daily listings, (3) con- 
verting to a nine-column from an 
eight-column format. 

The Chicago chapter of Amer- 
ican Assn. of Newspaper Repre- 
sentatives showed about 70 color 
filmstrips on the value of newspa- 
pers as an ad medium. The presen- 
tation was prepared by the local 
chapter. 

The filmstrips show how a news- 
paper functions, give circulation 
areas and other data and compare | 
newspaper rates with those of oth-| 
er media. 

Charles Buddle, vp and western | 
manager of J. P. McKinney & Son, 
and president of the local AANR 
chapter, said the presentation was 
produced because “many persons 
in this tv oriented generation sim- 
ply do not know the newspaper | 
story.” 


® The perky Mr. Persky, who has 

just turned 30, is an unabashed 
promoter of tele- 
vision. He told 
AA that he meas- 
ures a_ trading 
area not by how 
many people are 
in it, but by the 
number of tv sets 
in use. 

He said also 
that he has no 
use for institu- 

® Reminding IDPA members that tional or “arty” 
1956 is a big year in politics, Dr. F. | ads. He allowed 
S. Siebert, director of the school of that they may have their place— 
journalism and communications,| but not in his type of operation. 
University of Dlinois, said many | After television, Product Serv- 
states have laws which require! ices gets 10% of its billings from 
that political ads must be clearly | radio; in other words, 85% comes 
labeled as such. | from radio-tv. 

“Some states require newspapers| The biggest account at Product 
to charge the same rates for polit-| Services is Roto-Broil Corp. of 
ical ads as for regular ads,” Dr.| America, which Mr. Persky says is 
Siebert said. In a recent survey,|billing more than $2,000,000. 
he pointed out, it was discovered| Among other clients are Olympic 


les Persky 


that only two of more than 400/ Radio - Television Inc., radio-tv 
newspapers in Dlinois followed to | manufacturer; Strauss Stores Corp., 


with Trans World Airlines and|in for praise for its effort to do 
J. C. Nichols Co., has been named | something about the competitive 
director of public relations, adver-| situation of the male clothing in- 
tising and sales promotion of Lud-| dustry. 
man Corp., Miami aluminum man-| Sportswear advertising in the 
ufacturer. past few years has been getting 
too “stereotyped, mediocre and 
Windsor Named Publisher mass-conscious,” it was charged by 
H. H. Windsor III, grandson of | Mac Lewis, exec vp of Esquire 
the founder of Popular Mechanics,| Sportswear Co., New York. 
has been appointed publisher of 


“Our national and local ads have 
Mecanica Popular, Spanish edition | been lacking in the exciting flavor 
of the magazine. 


of newness and ingenuity,” Mr. 
Lewis said. “Fortunately the prod- 


ye 


WINNER—Oscar E. Schoeffler (left), fashion editor of Esquire, pre- 
sents the Esquire fashion award to Virgil M. Exner, director of 
styling of Chrysler Corp., at the convention of National Assn. of 
Retail Clothiers & Furnishers in Chicago. With them is Joni Ross, 
Chicago’s Miss Photoflash of 1956 and Esquire’s “Lady Fair.” Mr. 
Exner received the award for his interpretation of fashion in the 


styling of Chrysler’s 1956 automobiles. 


industry also came in for some 
lumps inflicted by Bernard J. 
Miller, publisher of Esquire’s Ap- 
parel Arts. He made the following 
| points as he rapped low ad expen- 
ditures: 

1. The tailored clothing seg- 
ment, which handles more than 
50% of the annual sales volume 
in all men’s apparel, currently 
accounts for less than 10% of the 
industry’s national advertising ex- 
penditure. 

2. For $2.5 billion in sales, the 
tailored clothing industry spends 
less than 1/20 of 1% on national 
advertising. One shirt manufac- 
turer spends twice as much on na- 
tional advertising as the whole 
tailored cloth field. 

3. Only four tailored clothing 
companies spend more than $50,- 
000 a year on national advertising. 
The men’s shoe industry, which 
has less than $1 billion in retail 
sales, has 13 companies spending 
more than $50,000 yearly. In the 
aggregate, the shoe industry spends 
twice as much as is spent for tai- 
lored clothes. 

4. The hat industry includes five 
companies spending over $50,000 
a year. 

5. The underwear industry 
spends more national advertising 
dollars each year than the total 
spent for tailored clothes. 

6. Sportswear alone spends more 
than twice as much as tailored 
clothing. 


s A number of convention speak- 
ers praised the work done by the 
American Institute of Men’s and 
Boys’ Wear, and many described 
the organization as a step in the 
right direction for promotion of 
the industry through advertising 
and publicity. 

Francis D. Pratt, exec vp of the 
institute, told delegates that the 
institute now has 1,205 members, 
and that more than $1,300,000 has 
been raised toward a goal of $2,- 
000,000. In addition, the institute 
has $25,000 in pledges, he said. 

Mr. Pratt warned, however, that 
the rest of the $2,000,000 must be 
raised in the next 52 days. 


Smith Joins Lennen & Newell 

Royall Smith, with Young & Ru- 
bicam for the past four years, has 
joined Lennen & Newell, New 
York, as a copy supervisor. 
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Department Store Sales... 


WASHINGTON, March 1—Depart- 
ment store sales in the week end- 
ing Feb. 25 were 4% ahead of 
those for the similar week of 1955, 
the Federal Reserve Board reports. 

For the four weeks ending that 
week, they were 5% ahead and for 
the year to that date 2% ahead. 

Eleven of the FRB districts 
showed gains for the week. San 
Francisco reported no change. 


® Largest gain was recorded by 
Atlanta: 17%. Other districts re- 
ported the following gains: Boston, 


Department Store 
Sales Barometer 


69 
Los Angeles-Long Beach a | ‘| j ire 
Settee bes Amiens + ae! &S&R Boosts Day, Robinson | Robinson director of art. Mr. Day 
Westside Los Angeles ... o 4 : Fuller & Smith & Ross, Cleve-|joined F&S&R 12 years ago, and 
4% Gai for Feb 25 W k R t d a a ..- +7 +410}land, has elected Charles H. Day|Mr. Robinson has been with the 
n Diego .. 8 11) Y. 
In e ee epor e in teaiineGunaa 6 'i9|@ YP and has appointed Clark L.jagency five years. 
San Francisco City ........ +4 +10 cing 2s ea 
Metropolitan Areas Oakland City . cabinet +6 +11) » 
vo +2 +5 _ Fae : +3 +7 
Louisville . 7 +4 ee 3 —l4 
St. Louis . +12| Salt Lake City = 6 «6 IN CANADA 
phi +1 ae 42 «= @} fi 
Mi Spokane .. 2 g ; 24 
semeate District +e, Ste +? = | more than */rds 
Mi polt +9 r—Revised. j 
ane are + 7| *—Data not available. of all major 
Duluth-Superior ..... “ +2 
Kansas City District + 8| Clinton Foods to Liquidate goods and services 
a Areas = Clinton Foods Inc., Clinton, Ia.,| | 
a a Ae + 5|corM processor, plans to liquidate sold in Toronto 
Wichita + 6| and sell most of its assets to Stand-| | 
St. Joseph ... + 5/ard Brands Inc., subject to stock- bough 
awe saantey re holder approval. Stockholders ng : by 
Tulsa reenonies +16 would receive approximately $47 readers of the 
City a share. According to Clinton, 
en +1  -—2)Standard Brands would pay about 
os on ona +7 +1) $59,500,000 cash for the assets. TORONTO 
Clinton, and its American Parti- : 
Se +9 +416|© , ar * 
+7 + 8\|tion division, had net sales in Bs i LY s ” 4 R 
+8 +4 9/1955 of $52,532,828, and a net in- 80 KING ST. WES 
4 : : §|come of $3,472,604, equal to $2.54 ; F 
one tena, +3 4 3/4Share on 1,364,628 common shares oS “SOURCE: Gruneou Research Survey, 1955 _ 
Metropolitan Areas outstanding on Dec. 31. A a ~ ieee 


Change from 1955 


Week Ended 
Feb. 25, 1956 | A +4% 


Jan. 1 to 
Feb. 25, 1956 a +2% 


4%; New York, 2%; Philadelphia, 
7%; Cleveland, 3%; Richmond, 
3%; Chicago, 4%; St. Louis, 8%; 
Minneapolis, 9%; Kansas City, 

2%, and Dallas, 11%. 

Detailed breakdowns for these 
districts for the week of Feb. 25 
are not available as yet. For 
the previous two weeks, they were 
as follows: 


% Change from "55 
Week ending 


Federal Reserve Feb. Feb. 
District, Area and City il 18 | 
UNITED STATES ................... + 5 + 6) 


Boston District ................... — 1 —2) 
Metropolitan Area: 


0 —1 —2 


Downtown Boston .. —5 —3 
Suburban Boston .... y +3 —2 
Cambridge ...... - +18 — 5| 
LYMAN .....0.. = 0 — $/ 
Quincy +9 — 9) 
Lowell —33 —13 
Cities 
Springfield 0 
Providence —9 
New York District ....... ai “asl 
Metropolitan Areas 
Buffalo ........... ante om 2 + 2) 
New York-N.E. New 
; ae 
0 +8 
= § + 2) 
Rochester r+4 +7) 
SYTACUSC  ...ceceeeecee es +5 
Philadelphia District ...... + 8 +3 
a eng Areas | 
Wilmington .. Selene r+ +17 
Trenton ..... +20 —i1 | 
Lancaster ..... eka a S — 6) 
Philadelphia  ...........0000. + 4 + 4) 
Reading +20 —6| 
Scranton +5 +2) 
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J. B. Rustic, General Superintendent, Operating Department, American District Telegraph Company, tells how: 


““‘We stopped 2,000 burglars last year!”’ 


“Stone walls, iron bars, squads of guards — nothing protects thanks to constant supervision, proper maintenance — and to 

money and property like our burglar alarm service — in co- Air Express! 

operation with the police, of course. “For if new parts are needed, Air Express delivers for us 
“Every year, ADT Protection Service saves subscribers anywhere in the country in a matter of hours! 

hundreds of thousands of dollars by automatically detecting “Yet, we actually save money with Air Express. A typical 

burglaries, fires, and other dangerous conditions. 20-pound shipment goes from New York to St. Louis for 
“Our systems have to work — all the time. And they do, $7.48. That's $3.17 less than any other complete air service!” 


& Air Express on 


GETS THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 
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Advertising Age, March 5, 1956 


Advertising Pages and Linage in Farm Publications 


January Figures for U.S. and Canadian Publications Repérting to AA 


Commercial Dis- 
play Excluding 
Poultry, Classified 
-——Total Adv —, -—Total Adv.—, and Livestock, 
In In Lines in Lines 
dan. dan. 
1955 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


-—Total Adv —-—~, ——Total Adv — 
In Pages In Lines 
Jan. 


1956 1955 1956 §=.:1955 


In Pages In Lines 
dan. Jan. dan. Jan. 
1956 1955 1956 1955 


Jan. 
1955 


67.5 
36.9 
66.0 
88.0 


Jan. dan. dan. 
1956 1955 1956 
National Live Stock 

Producer 
Nation's Agriculture .. 
New Jersey Farm & 
Garden 
Ohio Farm Bureau News 
Poultry Tribune: 
Eastern Edition ... 
Central Edition ... 
Pacific Edition ... 
Southern Edition . 
Average 4 Editions . 
Southern Planter 
Tennessee Farmer .... 
Turkey World 
Western Dairy Journal . h 
Western Livestock Journal 162.6 
tWyoming Stockman-Farmer 33.0 
Total Group 1,127.5 1,153.1 557,689 
2tNot included in totals. ¢Started publication in January 1956. 
line page to 756-line page in July 1955. 


Farm Linage Trend 


New England Homestead 
Ohio Farmer 
Pennsylvania Farmer .. 
Prairie Farmer: 
H#lllinois Edition ... 
#iIndiana Edition .. 
Average 2 Editions . . 
Rural New-Yorker .... 
Wallaces’ Farmer ..... 
Western Farm Life .... 
§Herdsmen Edition .. 
Wisconsin Agriculturist & 
Farmer 
Total Group 


ZtNot included in totals. §This edition me carries all linage appearing in Western 
Farm Life. 


Bi-Weeklies 


Arizona Farmer 
California Farmer .... 
tDairymen’s League News 


9,149 
4,723 


15.5 11,267 


19,577 2.180 


rsa Journal and Country Gentleman: 
# National Less Western 
Edition 82.5 65.9 
t#Central-East Edition 86.3 —~— 
t#Southern Edition 83.3 
Western Edition .. 88.7 69.6 
Average 4 (or 2) 
Editions 85.2 67.8 
Farm & Ranch—Southern Agriculturist: 
Southeastern Edition 29.0 
Southwestern Edition 29.4 
Average 2 Editions .. 29.2 
Progressive Farmer: 
#Carolina-Va. Edition 
#Ga.-Ala.-Fla. Edition 
Ky. ‘Tenn.-W.Va. 
Edition 
3 Wiss.-La.-Ark. 
Edition 
#Texas Edition .... 
Average 5 Editions .. 
Successful Farming ... 
Total Group 141,528 135,789 . 
tCombined with Better Farming (formerly Country Gentleman) in September 1955. 
ZtNot included in totals. {Central-East and Southern editions replaced the National 


{Changed from 896- 


70.4 60.8 53,231 
54.5 50.2 41,320 37,964 


17.7 95 12,918 6,958 
142.6 120.5 107,469 96,333 
tThree issues in January 1956; two issues in January 1955. 


$1,411 


Figures in Pages 


Less Western Edition in June 1955. 


Monithlies 


Agricultural Leaders’ Digest 

American Fruit Grower 

American Poultry Journal: 
Eastern Edition ... 
Midwest Edition .. 
Pacific Edition ... 
#Southern Edition .. 
Average 4 Editions .. 

Arkansas Farmer 

Better Farming Methods 

Breeder's Gazette 

Broiler Growing 

California Citrograph .. 

California Farm Bureau 


RBSSSSst SE 
a2e~x~wonw on 


Cooperative Digest .... 
County Agent & 

Vo-Ag Teacher 
Electricity on the Farm 
Farm Management . 
Farmer-Stockman .... 
Florida Cattleman .... 
Florida Grower & 

Rancher 
#tGeorgia Farmer .... 
Kentucky Farmer .... 
Michigan Farm News ae 
Mississippi Farmer .... 
Misscuri Farmer 
National 4-H News ... 


RBS RRSoS 
Navo ww 


BS Sn 
vii 


4an|i42 


#Missouri Edition . 


| Iowa Farm & Home ... 


Rural Gravure 
tTexas Ranch & 


Farm . 


fLarger page size (1,050 lines) in January 1955 


Semi-Monthlies 


American Agriculturist 


44 


#Okia.-Ark. Edition 
Average 3 Editions . 


Dailies 
as Daily Drovers 


Kansas City Daily Drovers 
Telegram 

Omaha Daily Journal 
Stockman 

St. Louis Daily Livestock 


Canadian 


Le Bulletin des Agriculteurs =) : 
Country Guide 
Family Herald & Weekly 


Star 
Farmer's Advocate & 
Canadian Countryman 
Farmer's Magazine .... 
Free Press Prairie Farmer 


tAverage of total linage envied in 12 editions. Not included i 


90,883 
87,885 
105,775 


67,865 
458,112 


25,958 
20,289 


52,319 


18,048 

8,119 

56,920 

24,671 

192,003 206,324 


Grimm & Craigle Adds One 
Grimm & Craigle, Chicago, has 
been appointed by Iliinois Metal 


Products to handle all the national | 
advertising and promotion for its 
new Hold-Down vise. 


How to tell when 
Your Advertising Age 
Subscription expires...... 


Here's an easy way to find out: look at the stencil imprint 
that appears on the mailing wrapper in which your copy of 


Advertising Age is delivered. 


Mre John Doe 
257 North Avenue 


Chicago ll, Illinois All § 5D 


SL 
The complete EXPIRATION DATE always appears here. First, the month; 
then, the day; and finally, the year. Example shown is NOVEMBER -5-, 
1957. (Note: the new expiration date for a renewal subscription is not 


changed until payment has been received.) 


— 


The FiLING ORDER NUMBER always appears here. Please refer to this 
number whenever you write us about your subscription. This helps 


assure prompt service. 


Circulation Dept. 


ADVERTISING AGE 


200 £. ILLINOIS ST. 
CHICAGO 11, ILL. 


Mathes Adds Crown Cork; 
Names Four to Staff 


|The media and research depart- 
|ments will move to the new quar-| 


J. M. Mathes Inc., New York, has | ters April 1. 


been appointed to handle adver- | 


tising for Crown Cork & Seal Co.,, Lewyt Sales Managers Vie 
Baltimore maker of bottle caps,| for ‘Weight in Silver’ Prize 


cans and closing machinery. Speed 
& Co., Baltimore, previously han- 
dled the account. 

Mathes has appointed George J. 
Gray, Robert W. Minton and Bruce 
MacKenzie to its public relations 
department and Jean Spencer as 
fashion coordinator. Mr. Gray for- 
merly was research department 
editor of Business Week; Mr. Min- 
ton previously was with Robin- 
son-Hannagan Associates; Mr. 
MacKenzie moves from the pr 
department of Bell Telephone 
Laboratories, and Miss Spencer 
formerly handled fashion promo- 
tion and store merchandising for 
Seamprufe Inc. 


Grey Advertising Names Six: 
Leases Additional Space 

Grey Advertising Agency, New 
York, has appointed Melvin Sing-| 
er, 


Thomas Murray, formerly 


New York, 


with Young & Rubicam, 
writers. 


Grey has leased a floor in the|and point of sale promotion will 
new building at 545 Madison Ave.'be used to support the new prod- 


Lewyt Corp., Brooklyn vacuum 
cleaner manufacturer, is treating 
its sales managers like sultans in a 
$5,000 spring contest called “Win 
| Your Weight in Silver.” The sales | 
manager who exceeds his quota by | 
the greatest percentage will re-| 
ceive $1,000 or more in prizes—} 
depending on his weight—and the 
company is helpfully sending out 
high-calorie diets to each man. 

To help boost volume sales dur-| 
ing the contest, Lewyt is launch- | 
ing a special retail offering of its 
Model 88 vacuum cleaner and Ar-| 
den storage chest, regularly priced | 
at $104.90. Dealers are now per-| 
mitted to sell the combination | 
“anywhere from $59.95 to $79.95.” 


Standard Oil Launches 
Western Drive tor New Fuel 


formerly advertising brand/has started extensive advertising 
manager at Schenley; Alden Sul-| |of the West’s first automotive gas- 
ger, previously with Biow Co.; and| oline made with an aviation-auto- 
ad | motive fuel formula. 
manager of Coca-Cola Bottling Co.,| blend, M. A. Mattes, Standard’s 
account executives. | advertising manager, said, is avail- 
Grey also has named Richard |able only in the company’s pre- 
Mostoff, formerly with Wings Shirt | mium grade gasoline. The gasoline 
Co., a sales promotion copywriter |is being introduced in 139 news- 
and Harold Welsh, formerly with! papers throughout the seven west- 
CBS Radio, and John Baker, last|ern states with an ad across the 


copy- | bottom of two facing pages. 


Standard Oil Co. of California 


The aviation 


Newspapers, outdoor, transit, tv 


uct during the coming months. 
Batten, Barton, Durstine & Osborn 
is handling. 


NEED ... new market- 
ing plans? .. new 
merchandising ideas? > 
«+s want to get facts on 
premiums? ... want to 
learn how to increase 
sales through the extra 
value of premiums? Then 
attend NPBE for the best 
ideas in this billion 
dollar premium industry. 


Executives and premium 
buyers should write today 
for admittance credentials. 


A. B. 


N West Jochen Bevleverd 


COFFMAN ASSOCIATES 
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NEAL WALDMAN has been named ad- 
vertising manager of Tastee Freez 
Corp., Chicago. Mr. Waldman, for- 
merly with Malcolm-Howard Ad- 
vertising Agency and before that 
assistant ad manager of Timken 
Silent Automatic Co. and England- 
er Co., succeeds M. B. Silverman, 
who dissolved his agency, which 
handled the account, and moved to 
Russel M. Seeds Co., new Tastee 
Freez agency (AA, Jan. 30). 


| 


Insurance Company 
Says It ‘Tried’ to | 
Live Up to FTC Code | 


WaAsHINGTON, Feb. 28—The Fed- 
eral Trade Commission, which 
has received many rebuffs in its 
efforts to “clean up” insurance by 
health and accident insurance com- 
panies, ran into a new one last 
week. 

Like many of the 40 other in-| 
surance companies hit with FTC 
false advertising complaints, 
Washington National Insurance 
Co., Evanston, Ill., has replied that 
it tried to live up to the trade 
practice code which FTC issued 
two years ago for the mail order 
insurance industry, “even though 
we are not subject to these rules.” 


8 In addition, however, this com- 
pany told the FTC, as evidence of | 
its merit, that its officers have 
played an active part in the indus- 
try’s efforts to adopt its own 
rules. 

Because of jurisdictional issues, 
most health insurance companies 
deny the FTC can regulate their 
advertising. 

In an effort to deal with ques- 
tionable practices raised in the 
FTC’s complaints, leading compa- 
nies cooperated with state insur- | 
ance commissioners during 1955 in 
drafting an advertising code. 

This code, adopted by most state 
insurance regulatory commissions 
during recent weeks, has also been 
submitted to the FTC as evidence 
that the health insurance industry 
is solving its own problems. 


Klau-Van Pietersom to Handle 
New Massey-Harris Division 

Klau-Van Pietersom-Dunlap, 
Milwaukee, has been named to 
handle advertising and public re-| 
lations for the new industrial di-| 
vision of Massey-Harris-Ferguson, 
Racine. According to present plans, 
the division will unveil a full line, 
of industrial light and medium-| 
duty wheel tractors in March, fol- | 
lo.zed by a trade publication cam- | 
paign to be launched in April. A) 
nationwide dealer organization is | 
being developed by M-H-F to han- 
dle the new line. 

Klau-Van Pietersom-Dunlap has | 
handled the farm machinery ad- | 
vertising for Massey-Harris for | 
more than a decade. The new ac-. 
count will be handled by the agen- 
cy’s industrial division. 


Goebel Adds Rosarita 

Goebel Co., Phoenix, has been 
appointed to handle all national 
and regional advertising and mer- 
chandising for the canned and 
frozen food lines produced by 
Rosarita Mexican Foods, Phoenix 
packer of Mexican foods. 


Radio Drive Set for Tintex 

Park & Tilford, New York, has 
launched its spring drive for Tin- 
tex with participations on the 
“Mary Margaret McBride Show” 
(NBC Radio) and “Breakfast 
Club,” “Whispering Streets,” “My 
True Story” and “When a Girl) 
Marries” (ABC Radio). In addi- 


| tion there are spots on about 


60 stations, usually in women’s 
programs. Emil Mogul Co. is the 
agency for Tintex, which has in-| 
creased its radio coverage area) 


|25% for this campaign. Support-| 


ing media will include business) 
publications and point of sale. 


Ramsdell Names Perry VP 
Laura Palmer Perry has been 
named a vp of Lee Ramsdell &| 


Co., Philadelphia. Miss Perry has 
been an account executive and 
copywriter on medical, profes- 
sional and technical accounts for 
the past three years. Before join- 
ing Ramsdell, she was advertis- 
ing and sales promotion manager 
of Blakiston Co., medical and 
scientific book publisher. 


Atlanta Paper Boosts Gerson 
Robert L. Gerson, formerly ad- 
vertising manager, has been ap- 
pointed to the new position of di- 
rector of public relations and sales 
promotion of Atlanta Paper Co. 
William A. Simpson, formerly 
with Citizens & Southern National 
Bank, has been named to succeed 


Mr. Gerson as advertising man-_ 


ager. 
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THE FABULOUS SOUTHWEST 


is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — onywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 


NATION'S LARGEST TRADE TERRITORY 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


_ The South's Standard Newspaper 


Represented by Kelly-Smith Co 


Atlanta ranks 8th in the nation in air passenger 
arrivals and departures. 2,166,773 travelers 
used this Municipal Airport in 1955 — an in- 
crease of 80% over 1954; of 283% over 1950. 

These gains show up in air mail: 19,072,147 
lbs. in 1955, up 125% in five years. Air express 
was 19,214,498 lbs., up 144%, and air freight, 
32,567,815 Ibs., up 103% over 1950. 

Fourteen major transport routes radiate from 
Atlanta. 257 scheduled planes arrive and depart 
daily. Sell and serve the bustling Georgia mar- 
ket by using the South’s largest newspapers. 


Circulation: 441,825 Daily * 493,042 Sunday (.&.C 9/30/55) 
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Enterprise Paint Names Coley 
Enterprise Paint Mfg. Co., Chi- 
cago, has appointed John B. Coley 
assistant advertising manager. He 
formerly was a copywriter with 
Campbell-Mithun, Chicago. 


the LARGEST 


fastest-growing specialized mar- 
ket in the country . . . that’s the 


CATHOLIC MARKET 
with 32,500,000 
prospects 


For any fact or facet about 
The Catholic Market 
write or phone 


CATHOLIC NEWSPAPER 
ADVERTISING BUREAU 
Grand Central Terminal Bidg. 


New York 17, New York 
MUrray Hill 6-7671 


Distillers May Quit | 
Old Kentucky Homes 


| Lovursvitte, Ky., Feb. 28—Two)| 
| distillers are reported to be con- 
| sidering moving their whisky- 
blending operations out of this 
state to escape a doubled whisky | 
production tax voted by the state | 
legislature. 

The two distillers are Glenmore | 
Distilleries Corp., which may move 
|its blending operation to Evans- 
| ville, Ind., and Fleischmann Dis- 
| tilling Co., which may move its 
| Owensboro blending operation out | 
of Kentucky, too. 


Publication Appoints Three 
| Research & Engineering, New 
York, has added three to its sales 
staff. They are Alfred Malecki, 
| formerly with Oil & Gas Journal, 
|in metropolitan New York, Jay 
Davis, formerly with Automation, 
|in New England and New York 
| state, and John Quillman, formerly 
| with Industrial Laboratories, who 
will open a Cleveland office for 
the New York publication. 


| 


Dubbleware Buys Radio, TV 
M. Hoffman & Co., Boston, man- 
ufacturer of Dubbleware work 
clothes and sportswear, has signed | 
for sponsorship of five-minute | 
weathercasts, twice a week, on) 
WNAC, Boston, and 22 stations of 
the Yankee Network, in addition 
to an “extensive” spot tv cam-| 
paign over WNAC-TV, Boston. 
Both campaigns started Feb. 27. | 
Alfred Black Co., Boston, is the 
agency. | 
| 


GE Advances Hirschbach 


Lawrence H. Hirschbach has 
been appointed manager of mar- 
keting of the home heating and 
cooling department of General 
Electric Co., Bloomfield, N.J. Mr. 
Hirschbach formerly was manager 
of builder and modernization sales. 


Hudson Dealers to Freedman 
The Hudson Dealer Organiz-| 
ation of Greater Metropolitan Chi- 
cago has named Ray Freedman & 
Associates to handle their adver- 
tising. Local television, radio and 
newspapers will be used. 


America's Only Farm Weekly with... 
A SPECIAL EDITION FOR EACH 
OF 12 DISTINCT MARKETS 


Each edition edited especially for the farmers it serves 
+ « « @n UNMATCHED opportunity for dealer listings 


FARMS WITH A 


— OF | 
HAS SOLID COVERAG 
N EDITION LOCALIZED FOR EACH 


\O""% pm Bureau SPOKESMAN 


OWA'S 187,702 COMMERCIAL 


99 counties. No 
You, the advertiser, 


edition serves. You may 


© The Spokesman is, for lowa farmers, 


er. Special correspondents report ‘ 
pap edition serves more than 9 counties. 


can localize your advertising, too. List in each 


edition only the dealers or salesmen nea 


rest the farm families 
buy one or any number of editions 


have different dealer listings in each. 


(OR ow Borrau SPOKESMAN 


“IOWA'S ONCE-A-WEEK EVERY WEEK FARM PAPER” | 
GRUNDY CENTER, IOWA 


as local as their home town 
the news from each of lowa's 


AREA 


TOTAL 
CIRCULATION 


151. 072 


irite tod 
that Write sth 
for details 
ond and rates 


Brother Names Two A.E.s 
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CONSUMPTION OF DISTILLED SPIRITS 
Compared With 
NATIONAL INCOME AND ADVERTISING 
EXPENDITURES OF DISTILLERS 


Consumption* Per Capita* © Expenditures Totalt 

Total Consumption Magazines & National 
Year Gallonage (in Gallons) Newspapers Income 

(000) (000) (000,000,000) 
1934 57,965 0.46 $10,900 $ 49.0 
1935 89,670 .70 19,300 57.1 
1936 122,118 95 22,800 64.9 
1937 135,353 1.05 23,800 73.6 
1938 126,893 98 18,200 67.6 
1939 134,654 1.03 17,100 72.8 
1940 144,992 1.10 19,100 81.6 
1941 158,157 1.19 20,000 104.7 
1942 190,248 1.42 20,900 137.7 
1943 145,529 1.09 21,300 170.3 
1944 166,680 1.26 24,700 182.6 
1945 190,131 1.44 25,100 181.2 
1946 230,982 1.65 29,900 179.6 
1947 181,646 1.27 34,000 197.2 
1948 171,021 1.17 33,600 221.6 
1949 169,500 1.14 43,600 216.2 
1950 190,000 1.26 48,500 240.0 
1951 193,800 1.26 57,700 277.0 
1952 183,700 1.18 54,500 289.5 
1953 194,700 1.23 59,400 303.6 
1954 189,471 1.18 63,500 299.7 
“Treasury Department sources 
tMagazine Advertising Bureau 
Department of Commerce 


INCOME IS IMPORTANT—Chart from a presentation to a Senate com- 

mittee by A. P. Bondurant, vp and director of advertising and sales 

promotion, Glenmore Distillery Co., showing the relation between 

distilled spirits, consumption, advertising and national income. Na- 

tional income is a more important index of consumption than ad- 
vertising, the presentation said. 


the Rochester Products and Har- 


D. P. Brother & Co., Detroit, ™50 Radiator accounts. 
has appointed David D. Wines and . . 
Thomas Jipson account executives. | Robinson to ‘State Times 
Mr. Wines, for the past several; O. A. Robinson, formerly adver- 
years in sales promotion posts in | tising director of the Charlotte Ob- 
the Detroit area, will head the | server, has been named general 
Guide lamp account. Mr. Jipson, manager of the Jackson State 
with Brother in 1941 and 1942 and Times. He resigned his post with 
most recently part owner of a/the Observer in January after 31 
Detroit art studio, will work on) years with the newspaper. 


SURE | HAD IT FRAMED! AFTER MY 

ENGAGED DAUGHTER GOT THROUGH READING 

IT, THIS COPY OF BRIDE'S MAGAZINE COST ME 
MORE THAN AN ORIGINAL DA VINCI. 


BRIDE 


magazine 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 
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Dallas Newspapers 
Come Together on 


Texas TV Tower 


Dattas, Feb. 28—An unprece- 
dented operation, even for Texas, 
is Hill Tower Inc. here. 

The corporation was formed by 
two bitter-end competitors, the 
Dallas Morning News and the 
Dallas Times-Herald, in the inter- 
ests of their equally competitive 
offspring, stations WFAA-TV and 
KRLD-TV. The unwarlike pur- 
pose: To construct, maintain and 
operate a single television tower to 
be used by both stations. 

The tower—billed, incidentally, 
as only the second-tallest man- 
made structure in the world—has 
grown to its present 1,521 feet on 
a hilltop about halfway between 
Dallas and Fort Worth. But it has 
taken some planning: Every step 
had to be mutually agreed upon, 
and every expense equally shared. 


® Even so, the joint enterprise has 
produced some unusual results. 
One is in the engineering field. 
Competition and Texas pride being 
what they are, nobody was content 
to be low man on the new elec- 


| Tree Sweet Products Uses 
Election Year Theme be used for merchandising material 
Capitalizing on election year and later when other campaigns 


interest, Tree Sweet Products Co., | 47e run for other Tree Sweet citrus 
Santa Ana, Cal., will use a year- | Products. Batten, Barton, Durstine | aminer and Seattle Post Intelli- 


long theme, “Look at the Rec- |& Osborn, Los Angeles, is the! gencer. Offices are maintained in 
ord,” “On Every Poll,” in news- @8ency. | each of the previous cities and also 
paper ads to run in 35 newspapers | |}in Miami Beach, Dallas and Phila- 
in California and Arizona. Tree Hearst Advertising Service | delphia. 
Sweet is now beginning its eighth | Becomes Separate Company 
year of small-space newspaper re-| Hearst Advertising Service, for- Huber Increases Ink Price 
minder ads on a once-a-week or a|merly a division of Hearst Pub-| An increase in the price of news 
three-insertions-every-four-weeks | lishing Co. Inc., has been incor-|ink—first since June, 1953—will 
schedule. |porated as a separate corporation, | be made effective April 1 by J. M. 
Single strength orange juice and Hearst Advertising Service Inc. Huber Corp., New York. The in- 
grapefruit juice will be promoted. | Herbert W. Beyea is president. crease will be %4¢ per lb. for news 
Ads will feature a cartoon tech-| Hearst Advertising Service rep-| ink delivered in bulk, and 1¢ a lb. 
nique, with as a typical illustration |resents the following newspapers: in drums. The increase applies to 
a politician kissing a baby, under | Albany Times Union, Baltimore both flat bed inks and color news 
the headline “Look at the Record |News Post American, Boston Rec- inks. The increase has been 
...Tree Sweet Is The Freshest |ord American Advertiser, Chicago made necessary, the company 
Tasting Orange Juice in Cans.” American, Detroit Times, Los An-'says, because of recent increased 


tinel, New York Journal American, 
Pittsburgh Sun Telegraph, San 
Antonio Light, San Francisco Ex- 


| The same election year theme will | geles Examiner, Milwaukee Sen- | 
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costs of news ink oils, carbon 
black and all color pigments, as 
well as higher labor and delivery 
costs. 


Specialties Co. Changes Name 
Hardware Specialties Mfg. Co., 


| Stratford, Conn., has changed its 


name to Specialties Mfg. Co. Inc. 
There is no change in the structure 
of the company, and officers and 
directors remain as before. 


SPECIAL MATRIXES MADE TO ORDER 
MA 


ROMPT SERVICE _ 
GUARANTEED SATISFACTION 
IMPRINT MATRIX COMPANY 
BOX 192-C GRANTSBURG, WIS. 


tronic totem pole. 

So the engineers developed the 
world’s first “candelabra” antenna | 
installation: At the top of the tower | 
stand two antennas, 75 feet apart, 
and reaching to exactly the same 
height. 

Similarly unusual is the new 
corporation’s board of directors. 
The president is James A. Moroney 
Sr., who is also senior vp of the 
News; D. A. Greenwell, executive 
vp of the Times-Herald, is treas- 
urer; Clyde W. Rembert, president 
of KRLD-TV, is vp, and Ralph W. 
Nimmons, manager of WFAA-TV, 
is a director. 

Fortunately for the new corpo- 
ration there has been no cause for 
differences within it so far. TV re- 
ception, it’s said, has “startlingly 
improved,” and the improvement 


has been just as “startling” for one | 


station as for the other. 


Wren Succeeds Howlett as 
Wilson Sporting Ad Director 


Robert L. Wren has been named 
advertising and public relations | 


director of Wilson Sporting Goods 
Co., Chicago, succeeding Philip G. 


Robert L. Wren 


Philip G. Howlett 


Howlett, who has resigned to join 
the Chicago staff of McCann- 
Erickson as an account executive. 
Mr. Wren, with Wilson nearly five 
years, formerly was advertising 
production manager. 

Mr. Howlett, Wilson ad director 
for the past two years, has au- 
thored a number of books and 
articles on golf, tennis and base- 


be ll. 


Ryerson Boosts Sturla 

Harry L. Sturla Jr. has been 
named manager of the market re- 
search department, a new post, of 
Joseph T. Ryerson & Son, Chicago, 
steel service company. Mr. Sturla, 
who joined Ryerson in 1947, for- 
merly was assistant manager of 


the department. 


Robert Grady Adds One 

Robert B. Grady Co., New York, 
has been appointed to handle ad- 
vertising for Enamelstrip Corp., 
Allentown, Pa., processor of pre- 
coated coil for manufacturers of 
home, office and industrial metal 


products. 


gets results... 
even among the 
real gone cats! 


3 3 


: 


~ 2 
Our morning boy, Al Ross, is beaming 
like a Cheshire these days, and with 
good reason. 

Recently a time salesman for a com- 
peting station (our top competitor) lost 
his cat. Children were distressed, natu- 
rally. So he called his station’s morning 
man, to ask him to mention kitty on his 
show. At the same time, for reasons well 
known to time salesmen, he called Al 
Ross for similar help. 


? 
2 


morning man. 
Kitty came home. 


* 


* 
@: 


at&t 
For Sales in the morning, ask 


in Washington 


Help he got. All the telephone calls 
about kitty came to our boy, Al Ross 
...noneat all to kitty’s owner’s station’s 


You got any problems in sales? Al Ross 
is your boy. Even the cats listen to Ross’s 
“Your Timekeeper”’ show on WRC 
(Mondays-Fridays, 6:15 to 9:30 a.m.; 
Saturdays, 6:15 to 8:00 a.m. Ross gets 
results, even among the real gone cats. 


WRC... 


A SERVICE OF (3) represented by NBC SPOT SALES 
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GRUNDY CENTER, IOWA 


What men don’t understand 
about things women notice 


It seems to us that when a party is over, a woman is much 


‘more apt to recall the details of an elegant casserole than 


an elegant Casanova... 

By the same token, news of a half-inch drop in the hem- 
lines will catch a woman’s eye—news of a 5000-foot drop in 
a parachute won’t. And, of course, no matter how crowded 
Fifth Avenue is, she can always spot her hat when it’s on 
someone else. 


It’s not that women are any more noticing than men. It’s 


simply that they notice quite different things. 

Ladies’ Home Journal understands this curious feminine 
phenomenon, and edits accordingly. Which is probably why 
women pay such close attention to ideas in the Journal. 

It is probably because the Journal understands women 
so completely that it is the No. 1 way to influence women. 

And this is probably why advertisers continue to invest 
more money in Ladies’ Home Journal than in any other 
magazine edited for women. 


Never underestimate the power 
of the magazine that understands women... 


JOURNAL ——- 


N 0. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 
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Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Woolf Tells Why Eyes May Skip Ads 


Weiss, on Economic Predictions 


How About Some Program Switches? 
Fashion Models Throw the C.M. 


Walter Weir Discusses Phil Lennen 
and the Spirit of Creative Writing 


In January Walter Weir, vice-president of Donahue & Coe, delivered a 
talk to the Advertising & Selling Course in New York—for the twentieth 
consecutive year. In it he discussed the recent death of Phil Lennen and the 
inner workings of the creative spirit, as well as a number of other subjects 
of primary interest to advertising men. The talk is reported here in nearly 


full text. 


By Walter Weir 

Of the several obituaries that appeared 
about Philip W. Lennen, the one in Ap- 
VERTISING AGE, I thought, came closest to 
capsuling the story of his advertising life. 
Yet I could not help feeling that obituaries, 
by and large, typify the general shallow- 
ness of news reporting. Almost always 
they touch on the highlights of a man’s 
career—in terms of what the reporter 
thinks will be most newsworthy. What the 
man did, not what he was; what he ac- 
complished, not how he felt about the 
unique experience of human life. 


® Most obituaries observe the caution of 
nil nisi bonum—“of the dead speak only 
good.” Yet a completely flattering eulogy 
is usually satisfying only to the person 
who delivers it. Those who hear it or read 
it are invariably conscious that what they 
are getting is not the whole story and, 
consequently, not the whole man. 

During my first eight years in advertis- 
ing, Phil Lennen was a legend to me—as 
were men like O. B. Winters, Frank Irv- 
ing Fletcher, Gordon Seagrove, Arthur 
Kudner and A. D. Lasker. I never dared 
think that I would ever meet them, let 
alone number them one day among my 
friends and contemporaries. 

I am sure none of them looked upon 
themselves as helping comprise the roster 
of great names in advertising. As far as 
they were concerned, advertising was a 
means of making a living—a very pleasant 
and exciting means. 


® Certainly this was true of Phil Lennen. 
The ApvVERTISING AGE obituary quotes him 
as having once told a close friend, “I’ve 
been lucky—I never wanted to do any- 
thing else but write advertising, and I’ve 
written a lot of it, and much of it was 
astonishingly good for its time.” 

It’s curious to read a description of Phil 
Lennen as “a noted creative man.” Noted 
is not the word and neither is outstanding. 
I would say he was a devoted creative 
man. Nothing, I am sure, was quite so im- 
portant to him—or so _ satisfying—as 
dredging out of his consciousness the apt 
word, the apposite phrase, the smoothly 
flowing and well-knit paragraph. And 
this requires devotion. It requires dedica- 
tion. There is no other way to produce 
either good literature or good advertising 
copy. 

The person who is ready to stop when 
he has reached the bottom of the page, 
who can look on a sheet of white paper he 
has just covered with typewriting and 
consider it a task completed, will never be 
known as a noted creative man, or an out- 
standing creative man or a devoted crea- 
tive man. He will never be an O. B. Win- 
ters or a Claude Hopkins or a Phil Lennen. 
Neither will he be a Steinbeck, a Heming- 
way or a Faulkner. 


These are things that are never said in 
an obituary—despite the fact that people 
read obituaries, especially of the gifted or 
the great, primarily to see if somewhere 
in the bits of information disclosed they 
can find some touchstone to similar great- 
ness. For few of us are content to remain 
ordinary. Eventually we may resign our- 
selves to the inescapable fact that, like 
most people, we will receive merely a 
funeral notice rather than an obituary 
when we die. But even in our resignation 
we are inclined to blame the breaks or an 
unappreciative world for our lack of rec- 
ognition. Even the professed and practis- 
ing atheist appears to feel that there must 
be something of the power and creative- 
ness of God in him that should raise him 
above the level of being merely a clod. 

As a result, to a large extent, I think, 
you will find exceptional creative talent 
coupled with exceptional faith—not nec- 
essarily religious faith, but a belief that a 
human being, unlike lifeless material or a 
machine, is capable of creating something 
that can be recognized as fine, as superior, 
as admirable. I am confident that Phil 
Lennen had this faith. 


® His obituary in ADVERTISING AGE says 
he was “a spectacular lone operator”; that 
he was “devoted to insight, hunch and ex- 
perience as opposed to research”; that he 
“loved to write copy himself and to get 
deeply into the creative end of the adver- 
tising operation.” This is an honest picture 
of the man, but not entirely accurate re- 
porting—and I respect ADVERTISING AGE 
for the courage of its general reporting. 

However, somehow the expression that 
he was “devoted to hunch, insight and ex- 
perience as opposed to research” gives the 
impression that this gifted man flew in the 
face of fact; that he put down what came 
to him, regardless of its dovetailing with 
reality; that what he wrote only by acci- 
dent proved overpoweringly persuasive 
and became known as “great.” 


® You may say that the slogan, “Not a 
Cough in a Carload,” is a happy accident; 
that it became part of the language chief- 
ly through repetition; that what made it 
memorable was its skilful use of allitera- 
tion. You may say, cynically, that it is 
largely a nonsense phrase—“not a cough 
in a carload.” 

I am confident that future historians, 
coming upon it out of context, may knit 
their brows over its secret meaning. But, 
when it first appeared, millions of cigaret 
smokers—believing that excessive smok- 
ing produced coughing and that a carload 
was a hell of a lot of anything—knew in 
an instant, and without further explana- 
tion, what it meant. 

I am confident, also, that no kind of re- 
search—not even motivation research— 
could possibly have guided Lennen or 


anyone else to the use of the word “car- 
load.” What kind of research into the 
broad and universal depths of the human 
mind brings about such a slogan as this 
one, I don’t know. But it does it. And, I 
assure you, it’s not only research but valid 
research. 


® The recent controversy between Doctors 
Politz and Dichter seems to have stemmed 
from Alfred Politz’s expressed view that 
any research must have a statistical base. 
Unless more people report a feeling or a 
belief than do not report it, the feeling or 
the belief cannot be considered typical. 

Mathematically and logically, this is 
probably true. But human beings are what 
they are precisely because they defy 
mathematics and logic. I agree that human 
behavior can, to a remarkable degree, be 
predicted in the mass. But human beings 
do not react in the mass; they react as in- 
dividuals. And although individual human 
beings are inclined to follow mass habits 
and beliefs and customs, they are torn 
from these habits and beliefs and customs 
by the actions and words of non-conform- 
ing individuals. The great religions of the 
world, the great political movements, did 
not evolve from the masses but were 
created and brought into being by gifted 
and unpredictable individuals—by maver- 
icks. I am certain that a research study of 
the masses at the time of Christ would 
have given Christianity no glimmer of 
hope. I am equally certain that a similar 
poll of the masses in 1776 would have pre- 
dicted an inevitable triumph for George 
Ill. 


® In no sense was Phil Lennen—or is any 
creative man worth his salt—“opposed to 
research.” By a sampling process quite 
frequently much more universal than a 
panel of 1,000 or 10,000 men and women, 
gifted creative people are able to come to 
astute conclusions about their fellow hu- 
man beings. For in themselves, if they 
look honestly, they have a laboratory of 
human experience, emotions and reactions 


much better equipped than any which a 
scientific researcher can possibly set up. 
And when they must abdicate in favor of 
the mathematicians or the electronic 
brains, then you can be sure that we live 
in a mechanistic and soulless universe. 
Until then, you had better maintain a rea- 
sonable doubt that “religion is the opiate 
of the masses.” 


® According to ApvERTISING AcE, Lennen 
“had two pet sayings: ‘Find the Man’—by 
which he meant that a client or an agency 
ought to go out and find the most experi- 
enced person possible to handle an account 
or create ideas for it; and ‘The gifted 
product is mightier than the gifted pen.’ 
By this he meant that advertising cannot 
instill values into products which are not 
there, and that many an intrinsically val- 
uable product has survived mediocre ad- 
vertising.” 

I have some evidence indicating that the 
first was a keystone of his policy as an 
agency head, for on six different occasions 
he paid me the deeply felt compliment of 
trying to induce me to join his organiza- 
tion...He offered me more than I could 
possibly have hoped to earn for many 
years, and he told me that joining his 
agency would save me the many head- 
aches I would experience in trying to 
found my own. I have told myself that I 
never went into his employ for the same 
reason that I never went into the employ 
of Arthur Kudner—I valued our friend- 
ship too highly to risk it with a business 
association. But I am certain there was an 
element of pride involved, too—mixed, it 
is possible, with a generous dash of desti- 


ny. 


8 If he said, as reported, that “the gifted 
product is mightier than the gifted pen,” 
he was not only voicing an opinion held by 
any honest advertising man but voiced in 
one way or another by advertising men for 
many years. It has only been in recent 
years, however, that the agency business 
has in general waked up to the fact that it 
must render marketing counsel to its 


Just Looking... 


There is a streak of gaudy bad taste 
in the American character—a kind of 
gift-shoppe phoniness—that is hard 
to understand. 

It comes out in drum majorettes, 
juke boxes, football uniforms, Liberace, 
recent automobile design, and a ten- 
dency to put sugar in the bagels. 

You find it in the macabre show- 
manship of the morticians, in movie 
“cartoons,” Norman Vincent Peale, the 
jackets of paperbacks, and a lot of Walt 
Disney—who has contributed as much, 
perhaps, to the cheapening of popular 
taste as anyone except Santa Claus. 

I have even detected its spread to 
the remote reaches of the Navajo re- 
servation, where the Indians have 
taken to wearing fluorescent head- 
bands and are now painting antelopes 
in the image of Bambi for the tourist 
trade. 


By Walter O’Meara 


As I have suggested, there is some- 
thing baffling about these farflung 
manifestations of dime-store taste. 

The true reficction of American 
character, you tell yourself, is to be 
found not in such unlovely aberrations 
but in the clean, functional form of a 
B-47, in our new schools and super- 
markets, a baseball umpire’s uniform, 
a dry martini in its proper glass, a 
song by Perry Como, and in the often 
quaint but always honest courthouse 
squares of our midwestern county 
seats. 


® And if some sort of morai must be 
attached to these reflections, I suppose 
it is this: Advertising has been blamed 
for a lot of things, from the perversion 
of taste to the subversion of morals; 
but it certainly can’t be blamed for 
this! 


‘ ph & 


; 
| z ; 
: | “te Se ea 
| ae 
| ee 
- . 
7 
<$ 
_ | 
se 
‘ 
| 
{ zi 
aur 
. a: 
} ‘ 
| ale 
| 
/ 
\q 
ei 
: ae ee So = bis ie... ; va A bi ake, le eo. CS moive : ae eer avn: ee 8 a eee ot Ae Pee ¥ x “fol 
ie ia re ; re: at er ee _ ae ee | CME hos ; 
a ' ng . a oes es ae a nil a 7. 
a a: |. See , Oe ae tees a Say 2 ae ee ei Se emer EOE Sek 3 


76 


clients as well as creative service. And 
this need will intensify rather than dimi- 
nish. 

In the years to core I believe you will 
find two creative departments in the agen- 
cy business: one devoted to creating ideas 
with the pen, the other devoted to creat- 
ing ideas for the product and its distribu- 
tion. Agencies have had so-called market- 
ing departments for quite a few years. But 
to a great extent agency marketing service 
has been a token service. Tomorrow—this 
year—it will have to be for real. It will 
have to concern itself with everything 
having to do with the movement of a 
product from the client’s shipping depart- 
ments to its moment of use by the even- 
tual consumer. Product acceptability. 
Package design. Pricing. Means and meth- 
ods of distribution. Sales management. 
Salesmen’s compensation and incentives. 
Types of outlets. Methods of availability 
to consumers—-whether, for example, 
through a sales person or through a vend- 
ing machine or both... 

Under certain circumstances, such in- 
novations have as much to do with build- 
ing volume for a product as a new adver- 
tising theme—and quite frequently become 
the theme of the advertising. In the cig- 
aret field you would find such creative 
thinking in the development of the king 
size cigaret and, more recently, in the so- 
called filter-tip cigaret. You would find it 
also in changes in packaging—to instill a 
more favorable impression about the prod- 
uct or to provide equal attraction to both 
male and female smokers instead of at- 
tracting one more than the other. This is 
creative service every bit as much as the 
provision of copy and layouts is creative 
service. 


= It is, however, I would say, a different 
kind of creativity, and I am not sure that 
a person skilled in the one kind could be 
expected to be skilled in the other. 

The writing of copy, for example, I 
would say requires a person to whom the 
exercise of communication through lan- 
guage is an experience providing constant 
challenge and offering the deepest kind of 
satisfaction and fulfillment. I have known 
and interviewed many men and women 
intrigued with the idea of being known as 
a writer, or a copywriter, but lacking the 
love of words that would compel them to 
court the right one daily. I think writing 
of any kind is one of the most relentless 
of occupations, and that no one can hope 
to be a writer or consider himself a writer 
without daily practise of his craft and the 
constant conversion of his experience— 
unconsciously and automatically—into 
phrases and sentences and paragraphs. 


® I have already referred to the statement 
attributed to Phil Lennen that he was 
lucky—he never wanted to do anything 
else but write advertising. He may have 
said it; he may have said it out of gratitude 
for the generous manner in which the 
writing of advertising rewarded him; or 
he may have said it as compensation for 
having failed to produce a novel or a play 
or a short story. I don’t know. But one 
thing I do know—for I have preserved 
several of them-—I know he toiled as 
carefully over his letters as he did over his 
advertising copy; and I think the occa- 
sional articles he did on advertising were 
written with the same loving care. A gen- 
uine, dyed-in-the-wool, confirmed writer 
will turn with enthusiasm to any task that 
gives him an opportunity to write. He may 
lean to a type of writing that he does best 
and with most facility, but he will find 
the writing of almost anything an irresist- 
ible temptation. 


s The letter he wrote me trying for the 
sixth and final tirne to induce me to join 
him covered five pages. I still can sense the 
mental electronics with which every word 
was put in its place. And I suspect that 
when this brilliant piece of copywriting 
failed to sell what it set out to sell, Phil 
Lennen quite likely felt a deep personal 


injury over the fact that I refused to be 
moved by it; it was a reflection on me. I 
was much too dense to understand what 
he was driving at. 


= If there is one thing in AA’s obituary 
of Phil Lennen that sets him apart as a 
writer it is the statement that “he was the 
despair of many capable creative men who 
worked under him, who came to the con- 
clusion that only Mr. Lennen would be 
allowed to have the final word on any 
campaigns coming out of the agency.” 
What this means, of course, is that Phil 
Lennen was so dedicated to writing that 
he felt compelled to write practically all 
the agency’s campaigns himself—or at 
least to style them. I never heard of any- 
one who confessed that he had learned 
his craft under Phil Lennen. Writers are 
not necessarily teachers. Having learned 
their craft—and I say this without mean- 
ing to exaggerate—at great pain, they 
cannot permit themselves to pass the writ- 
ing of an apprentice who is only begin- 
ning to grasp it. Moreover, the ability to 
teach is quite frequently as alien to the 
ability to create as is the ability to criti- 
cize. In addition, I am not sure that writ- 
ing can be taught; I suspect it can only be 
learned. 


a I remember an occasion on which an 
employer of mine asked me to explain to 
a prospect he was showing through the 
agency how I “had an idea.” I remember 
how stunned I was and how much at a 
loss for words I found myself. I had never 
considered how one had an idea. I had 
never considered or examined the process 
by which one communicates himself. I 
had read a few books on the subject and 
learned a few techniques that other writ- 
ers had employed. But this did not help 
me duplicate the particular style of other 
writers. As I have already confessed, I do 
not think writing can be taught; I am 
afraid it must be learned. And it can be 
learned in only one way—by reading 
voraciously (and critically) and by writ- 
ing constantly. There is no shortcut. And 
to do this, you must love to do it. I am 
certain Phil Lennen loved it and that’s 
what made him what he was. Perhaps he 
could have become one of our better nov- 
elists or poets or playwrights. I wonder if 
it matters. 


® I have on the wall of my living room a 
framed letter which I received from 
George Russell, the Irish poet and, oddly 
enough, the father of my present literary 
agent. The letter discusses George Moore, 
the famous Irish novelist, who had only 
recently died. The date is May 30, 1933. 
In the letter, Russell, who was better 
known as AE, carefully wrote out the 
eulogy he was to speak over George 
Moore’s interment. 

Many of you here have never heard of 
George Moore or read any of his books. It 
is not unlikely that, 23 years from tonight, 
the name of Philip W. Lennen will mean 
as little. As Conrad’s narrator, Jim, would 
say: “No matter.” 


s AE’s eulogy, which he never delivered, 
because of illness, but which was to be 
spoken over the lowering of Moore’s 
ashes into Carra Lake, contained the fol- 
lowing sentiments: “It is possible the au- 
thor’s love of earth, water, rock and sky 
is an act of worship. It is possible that 
faithfulness to art is acceptable service. 
That worship, that service, were his.” I 
am certain that “that worship, that serv- 
ice” were Phil Lennen’s. I am certain that 
“that worship” and “that service” must 
be anybody’s who expects to contribute 
notably to the era in which he lives. 

AE’s letter contains an additional para- 
graph which I think is worth quoting. It 
reads, “I was unable to leave Dublin on 
that day but a friend spoke the words I 
had written. They were not admiring, but 
they were true, and one should always 
speak truth in the face of death. Or indeed 
at any other time.” 


Advertising Age, March 5, 1956 


The Creative Man’‘s Corner... 


brown mutation mink by Maximilian. 


Women—1956 Model 


If you’ve looked through recent issues of Vogue you probably, like us, are 
filled with a great deal of trepidation over the changes—particularly in femi- 
nine styles—which 1956 is bringing about. Women are already wearing hats 
like lampshades or double-boilers turned upside down. They will be simper- 
ing at odd angles in Waikiki gingham, woolens by Forstmann and natural 


They are, even now, bending over backward in Paris original models, hold- 
ing out a tentative hand to see if it’s raining. And they will be extending the 
hip in bathing suits and beach cottons reflecting not only the oriental influence 
but also the influence of the male T-shirt. And as if that isn’t enough, they 
will be coloring their hair and lips, caking their faces and distorting their 
eyes till they look like something seen in the middle of the night after a meal 
of oysters and ice cream, pickles and chocolate sauce. 


This is fashion and fashion advertising. Undoubtedly this is not only where 
but how fashion starts. Thank God that by the time it gets down to our wife— 
and our income level—it will have been sufficiently tempered to allow the 
women we see daily to look halfway human. We should hate to live in a 
world populated by the Charles Addams-like creatures we meet constantly 
in the advertising and editorial pages of fashion magazines. Aside from 
their out-of-this world and other-side-of-the-grave look, these women are 
distinguished chiefly by the unnatural attitudes into which either they get 
or the photographer manages to get them. 


Why any woman might want to look like this, we can’t understand. But, 
then, we’ve never been able to understand women anyway. 


“i 


On the Merchandising Front... 


Fog Around the Weathervane 


By E. B. Weiss 

Toward the close of 1955 and in the 
opening weeks of the new year, those 
economists who entertain little doubt 
about their forecasting ability—and their 
number is legion—offered the business 
world their picture of 
business conditions in 
the first half of 1956. 

It is pretty well 
known by this time 
that I have little faith 
in the accuracy of 
these predictions, and 
a scorecard of eco- 
nomic predictions I 
have been’ keeping 
since 1944 proves that 
economists would have done considerably 


E. B. Weiss 


better by tossing up a coin. In any event, 
for some 12 years, now, I have each year 
been putting a pox on prognosticators. 
And I note that, in the last year in par- 
ticular, I have enjoyed a growing number 
of fairly influential supporters. 

All of this came back to mind as I read 
a verbatim report of some statements 
made before the congressional joint com- 
mittee by William McChesney Martin. 
Mr. Martin is the brilliant head of the 
Federal Reserve Board. And I am sure it 
is hardly necessary to point out that the 
Federal Reserve Board is staffed, both 
quality-wise and quantity-wise with eco- 
nomists on a scale that probably is un- 
equaled by any other organization in this 
country. 

Mr. Martin was being asked what FRB 
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Product Engineering 


— MdkkeS, SACS GrOoW 


: Today, more than ever, product-design 
engineers are doing big things for prod- 
ucts and people. They’re creating NEW 
! MARKETS and MAKING THEMGROW. 
} In aviation’s phase of the Original 
j Equipment Market, an order is under 


way when product-design engineers 
specify your materials, parts, components 
or finishes on a bill of materials. Themen 
who make design decisions work on pro- 
ject teams. To sell your product success- 
fully you must reach, and INFLUENCE, 


THE McGRAW-HILL MAGAZINE of design engineering 
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PRODUCT-DESIGN ENGINEERS 


make markets grow 


eeeeeevneeeeeveeeeeeeeeeeneeeeeeeeeeeeeeeeeeeeeeeene 


Even though the whole world thrilled to the story of “Lindy” and his epoch- 
making flight — back in 1927, the aviation industry consisted of just a few bold 
men and a few small factories. What a difference today! With design engineers 
setting the pace — constantly improving aeronautical efficiency — the industry 
now employs more than 750 thousand people...accounts for more than $8 billion 


of business each year. 


all members of all those teams. 

Because Propuct ENGINEERING offers 
project team members significant news 
from every engineering front, it’s an 
effective vehicle for your advertising. 
With more than 32,500* market-making, 
paying subscribers, Propuct ENGINEER- 
ING reaches and INFLUENCES all divi- 
sions of the Original Equipment Market. 

Advertisers put more pages, and in- 
vest more dollars, in Propuct ENGINEER- 
ING than any other design magazine. 


*December 1955 issue wos 32,588 
(subject to ABC avdit) 
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money policy is to be in the coming 
months. That policy is, of course, based 
on the board’s estimate of the trend of 
business. Ih this instance, the members 
of Congress were not inquiring about 
conditions in 1965, or in 1960 or even in 
1957. They just wanted to know what the 
FRB chairman saw ahead in the next few 
months. And this, word for word—and 
not out of context because this was a 
specific answer to a specific question—is 
how Mr. Martin replied: 

“I don’t know what business is going 


Salesense in Advertising... 


to do in the next three or four months. 
We'll be watching supply and dernand, 
loans and other factors. Our policy will 
be one of leaning against the wind, 
whichever way it blows. But it’s pretty 
hard sometimes to know which way the 
wind is blowing.” 
The prosecution rests! 


s P.S. Mr. Martin also said: “We're just 
kidding ourselves if we think there will 
never be any recessions in this country 
again.” 


Some Thoughts Concerning Advertisements 
that the Eyes Wish to Skip 


_ By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Says Otto Kleppner, in his fine book, 
“Advertising Procedure,” now in its 37th 
printing: 

“The advertisement with a message 
(not appearance alone) that is best re- 
membered is invari- 
ably simple in its ar- 
rangement. The type 
matter is so laid out 
that a person will see 
instantly where the 
message begins. Once 
started, the typographic 
arrangement offers no 
difficulty to the read- 
er as he follows the 
sequence of the copy, 
and actually helps and encourages him 
to go further.” 

What Mr. Kleppner says is, of course, 
elementary and long understood by com- 
petent advertising practitioners. Nearly 
a half-century ago, George French, an 
able adman in his day, made this com- 
ment in his admirable book, “The Art 
and Science of Advertising”: 

“Did you ever examine carefully all 
the advertisements in some magazine or 
newspaper? If so, did you not find some 
that you could scarcely avoid skipping? 
You had to go back, in several instances, 
without doubt, to get an idea of some 
of the advertisements. If you did not 
keep whip and spur at work your eyes 


James D. Woolf 


¢ vy v é 
do-it-yourself families want electric tools! 


BUSY PAGE—If George French were still 
around, he would probably find this page 
one that he could “scarcely avoid skip- 
ping.” The aim of the layout man should 
always be that of achieving maximum 


economy of the reader’s attention. His 
guiding principle should be simplicity 
and easy readability. 


would shirk the task you had set for them. 
Why? Simply because the advertisements 
that your eyes wished to skip, and tried 
to, were composed without regard to 
fundamental principles of optics, and of 
art.” 


® The “fundamental principles of optics, 
and of art” have, as I say, long been 
understood by the advertising brother- 
hood. Why, then, are they so often vio- 
lated in this modern era of enlightenment? 
Why do advertising agencies of recog- 
nized competence produce costly adver- 
tisements your eyes wish to skip? My 
answer is that I do not know. 

Do I exaggerate? Are the violations I 
speak of few and far between? My an- 
swer is that I do not exaggerate. Shown 
here are several random, offhand selec- 
tions from two or three publications. 

Far too much advertising is just plain 
messy. There’s too much in it—too many 
rules, borders, type faces, panels, 
emblems, reverse effects, frills, and 
“thingumajigs.” And often there is too 
much display type, the result a hodge- 
podge of glaring black-face. The effect 
is not only displeasing and difficult of 
translation; it is also lacking in emphasis. 
All display is no display. When type and 
layout effects depart radically from fa- 
miliar patterns the result is almost in- 
variably a drain on the reader’s mental 


energy. 


TAKES EFFORT—When an ad is so laid out 
that a person fails to see instantly where 
the message begins, the discouraged read- 
er is likely to flip the page. The arrange- 
ment of this color page is surely not one 
that actually helps the reader and en- 
courages him to go further. I don’t like 
the reverse effect; type at best is a hin- 
derance to thought, though a necessary 
instrument of it, and the white-against- 
black effect simply serves to increase 
the difficulty of translation. 


oa 
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SIMPLICITY LACKING—In addition to con- 
forming to the reader’s habits with fam- 
iliar type faces and physical arrange- 
ments, the great principle is total, 
all-around simplicity. Simplicity not only 
contributes to the ease of translation; it 
also serves to focus the reader’s atten- 
tion on the selling message. Simplicity 
also means emphasis and, of course, it 
usually means charm. 


Advertising Age, March 5, 1956 


Compare ’em...you'll prefer 


PREMIUM SNOW FLAKE SALINE 


HEAVY ON DISPLAY TYPE—In 

there is too much display type in this 

black-and-white page. The effect is not 

only displeasing and difficult to read; it 

is also lacking in emphasis. It is also 

lacking in “class,” connotation of quality, 
and inviting appetite appeal. 


my opinion, 


‘New! hah nde dane! 


circuS—If it is true, as Otto Ditaner 
says, that the best remembered advertise- 
ment is invariably simple in its arrange- 
ment, then this color page doesn’t qual- 
ify. As busy as a three-ring circus, this 
arrangement pulls the reader’s eyes in 
several directions at once. 


Looking at Radio and Television... 


A Switch in Time... 


By The Eye and Ear Man 

After the season in television program- 
ming begins, the judges study the ratings 
and find that in some cases their judg- 
ment was wrong. Even in television it is 
not too late to remedy obvious wrongs if 
a little energy and diplomacy are ap- 
plied to the juxtapositioning of programs 
so that the strong show supports the 
weak. 


s The first quick, and very effective, 
switch was “Navy Log” and Phil Silvers 
in “You’ll Never Get Rich.” “Navy Log,” 
a heavy, and sometimes maudlin, docu- 
mentary of interest principally to sea 
scouts or guys who never quite got over 
their tour of salt duty, sank lower than 


a punctured submarine against the ro- 
tating comics on NBC’s traditionally 
strong Tuesday 8 to 9 p.m., EST spot. As 
a result, poor Phil Silvers, in a funny 
show with critical acclaim, but no audi- 
ence inheritance, ran a poor second to the 
second half hour of the comedians. 


® It didn’t take long for CBS, which con- 
trolled both shows, to realize it had pulled 
an anchor with “Navy Log,” which was 
pulling down the whole early CBS eve- 
ning on Tuesday. With good judgment, 
they simply switched the shows, and lo 
and behold, the “Phil Silvers Show” shot 
up and surpassed the NBC comics and 
handed the sodden “Navy Log” enough 
carry-over to increase its share of audi- 
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ence. Now the majority of the available 
audience watches Phil Silvers and turns 
over to the comics right after the show is 
over. 

The second major switch took place on 
NBC, just to spread the wealth a little. 
Last summer on Thursday night at 8:30 
p.m., EST, a little NBC quiz called 
“Make the Connection” drove the audi- 
ence over to “Climax,” an hour drama on 
CBS. Once the customers latched on to 
the “Climax” hour as a shelter, they stuck 
with it to find out how the story came 
out. As a result, “Dragnet” began to lose 
its former high place in the television 
standings. 

This time NBC charged, although it 
took them a little longer, due to the handi- 
cap of having another pallid replace- 
ment for “Make the Connection,” titled 
the “People’s Choice.” This sober situa- 
tion comedy was finally judged by the 
ratings as well as the critics to be lack- 
ing, and subsequently the time switch 
was made. 

Presto, chango. “Dragnet” cut sharply 
into the first half hour of “Climax,” 
and “People’s Choice’ benefited to the 
detriment of “Climax.” The conclusion 
drawn by these experiments: Put your 
strongest foot forward when two half 
hours are forced to compete with a pretty 
good hour show. This move prevents 
the hour show from capturing the lead, 
and the second show benefits because 
many people hesitate to tune in in the 
middle of an hour program—especially 
if it has continuity. 

Jackie Gleason, with a disappointing 
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rating due to a misguided shift to the 
tiresome “Honeymooners” sketch, follows 
the uninspired variety half-hour called 
“Stage Show,” starring the Dorsey broth- 
ers and produced by Mr. Gleason. As a 
result, at 8 p.m. EST Saturday night, the 
multitudes turn to Perry Como and, in 
some cases, stay with him for an hour. 
At the half-way mark some homes loy- 
ally turn over to Jackie Gleason. On some 
nights more homes stay with Como than 
watch Gleason. We will soon see how the 
ratings chips fall with Gleason and Como 
both starting at 8 o’clock. 

The natural question is: How about a 
few more switches? How about NBC’s 
switching its hour drama on Sunday night 
to the 8-9 spot and trying the “Comedy 
Hour” opposite the GE Theater and 
Hitchcock? 


s How about taking “Gunsmoke” from 
CBS, 10 p.m. Saturday, and putting it op- 
posite NBC’s “People Are Funny” in- 
stead of George Gobel? How about mov- 
ing “Frontier,” a sophisticated western, 
from Sunday, 7:30 p.m., NBC, and put- 
ting it in on Friday at 9:30 p.m., instead 
of “Star Stage?” And so it goes. How 
many times has a good show been can- 
celed or bogged down because of an un- 
favorable environment? 

To solve these problems and to pro- 
vide a service to viewers and a better 
balance of programming requires a little 
diplomatic collusion between networks 
and advertisers. This is the kind of collu- 
sion that everyone would welcome. When 
do we start? 


‘Spreading Color Throughout Catalog 


By Kenneth B. Butler 
(Mr. Butier is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


It is usually considered desirable to 
make a moderate amount of color go as 
far as possible in catalog makeup. In 
other words, to “spread” color pages and 
color sections throughout the book in such 
a way as to keep it lively. The repetitive 
effect of this is to make it seem that 
much more color is used than is actually 
the case. 

To assist the production man with a 
handy reference, I have prepared this 
check list of possibilities for color spread- 
ing. I would be grateful to readers of 
ApveErRTISING AGE for tips on other meth- 
ods, which I will be glad to list as an ad- 
denda in a later column. 


a 1. If cover stock is of moderate weight, 
run as an eight-page instead of as a four- 
page form; then cut stock in two and fold 
and gather the extra four pages as a 
center insert. 

2. Run large color form, split into two- 
page or four-page inserts and gather these 
into the catalog in strategic places 
throughout the book. 

3. Run certain forms in colored ink in- 
stead of black ink. The color must be 
moderately dark, in order to carry prop- 
erly the type and halftones. 

4. Run certain forms on light color or 
tinted paper stock. 

5. Run certain f-rms work-and-turn in 
two colors, but changing the color of ink 
at the midway point in the press run. 
This plan, for example, would give you 
half of your two-color pages in a com- 
bination of black and red; the other half 
a combination of black and blue. Half of 
the total run would contain a switch in 


the second color, which is no particular 
drawback. A second color utilizing two 
different colors appears more lush than 
the sustained use of the same second 
color. 


s 6. Run color in a large form, but slice 
and gather into the catalog in various 
places as inserts. These inserts may be 
two-page, four-page, etc., or a combina- 
tion of these. 

7. On a sheetwise form run one side in 
a single color, the back side in two col- 
ors. When folded, this alternates the col- 
ors—usually two pages black, two pages 
two-color, etc. 

8. A die-cut opening in a single sheet 
insert that is printed in one color only, 
will, if placed over a color page in the 
gathering, permit a color illustration or a 
portion of one to show through, intro- 
ducing color on the single color insert. 

9. Colored reply-card inserts, sized 
smaller than catalog page size, will in- 
troduce color into a single color section. 

10. The well-known split fountain tech- 
nique permits variance in the colors used 
in a press form and thus contributes to 
variety in hues or adapts to color of 
merchandise. 


se Saddle-stitched catalogs present specif- 
ic problems in gathering of inserts. Single 
sheet inserts cannot be gathered into 
books using this type of binding except 
by tipping on, whieh is somewhat costly. 
Such inserts may be gathered between 
sections if the insert contains a tab wide 
enough to hold the insert on the gather- 
ing machine saddle. Four-page inserts 
gather nicely, but this method of binding 
splits the color into four pages in front 
of book and four pages in the back. If you 
are aiming at color dispersion, then this 
is ideal. 


Inserts should be planned to be located 
between and not within sections. Folding 
press sheets in smaller forms will double 
the folding but will provide an increased 
number of positions for use of inserts. 

Additional inserts may be handled 
within signatures intended for side- 
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stitching by the method of pre-stitching. 
Prevous to final stitching operation, a 
four-page insert may be gathered into 
the center of a single color form by run- 
ning through the saddle gathering and 
stitching machine, placing just one staple 
to hold. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Several advertising executives have 
sent me the ad shown here and asked my 
opinion of it. Their queries are heartfelt, 
for this kind of advertising is as contro- 
versial as a martini recipe. A red plate 
used in the ad is black here. 

This ad was the subject of a panegyric 
recently, in an advertising service that 
shows a great deal of retail advertising 
approvingly. It is a good service in the 
sense of showing retail stores what other 
stores are doing in advertising. 

The “heady prose” of the praiser of this 
ad (as one correspondent called it) said in 
part: “As modern as tomorrow... In 
sophisticated centers like San Francisco 
people have a feeling for modern in art... 
Here is modern art...It deserves to be 
framed and hung in the modern wing of 
the Metropolitan alongside Braque and 
Picasso ... With this advertisement anoth- 
er door has been opened...This is a 
new concept. This is the world ahead. 
Only the young in heart can love this. 
Only the brave can create it...The fresh 
air of tomorrow is heady. Breathe deep- 
ly.” (whew!) 


= That commentator and I are agreed on 
at least one thing. Retail advertising needs 
very much to be refreshed—to be looked 
at long and hard, and approached anew. 
But to this extent? 

The art is exaggerated here to accom- 
modate the feeling of the layout, not to il- 
lustrate the shoes. How far one can go 
profitably in this direction, it is hard to 
say. At a certain point, what is gained in 
attention value begins to be lost in freak- 
ishness and failure to “reveal” or com- 
municate. 

The word-story, too, is done violence 
typographically to add to the effect of the 
art. The lines are too short for easy reading 
or easily intelligible phrasing. It is set in 
all-caps, which adds to the difficulty of 
reading. 

It is obvious, when a student of selling- 
in-print reads the copy, that the ad cre- 
ator’s preoccupation is with integrating it 
with the art and getting a few essential 
facts down, instead of with getting all 
possible selling-through-service into the 
ad. 

Yet, I agree with my commentator 
friend’s applause to the extent it endorses 
something new. Heaven knows most ad- 
vertising is dull, and this isn’t. But I would 
question all new things as to their appli- 
cation to the job in hand. If something is 
new, good. If it is new but doesn’t do its 
job as well and fully as it can, not so good. 


® Layout, art, and typography give an ad 
its immediate emotional appeal. They are 
the containers of the story. But a river 
bed is not the river. If all emphasis is on 
the channel, and the last precise sublima- 
tion of consecrated effort is not put on the 
river itself—the message for which the 
money was spent—lI believe the advertis- 
ing is not the last word, or the world 
ahead. One of the criticisms of many of to- 
day’s churches is precisely the same thing 
—liturgy, ritual, form, et al—the river 
bed—being the churches’ major concern, 
instead of the living river. 

On the other hand, the radicals in all 
fields serve their purpose. Not so many 
years ago, I believe the psychology de- 


partments of most important schools and 
universities were full cry “Watson ve- 
haviorist.” But the going was too “heady.” 
Too many “breathed too deeply.” There 
was reaction. There may be Watson 
schools of psychology in the country to- 
day, but I don’t know where they are. 
Nevertheless, Watson served his purpose. 
He veered sharply from the traditional 
schools of thought, and was followed suf- 
ficiently so the reaction never carried the 
main body of thought back to the “un- 
heady” traditional. 

The ad here is radical. I do not believe 
it directly resulted in a “land office busi- 
ness,” as was claimed for it. I would ap- 
praise it more highly if it went further for 
sales effect. But so long as it is not gen- 
uinely ugly, or repulsive, it may serve its 
store as well as, or better than, much of 
the weak, traditional, static and sterile 
“pap” running today that isn’t high in 
anything—attention value, whetting of 
desire, carrying of conviction, or selling 
power. : 

I believe any store, in addition to 
doing forthright, powerful serving-selling, 
should spend some money interpreting it- 
self as a personality (if it has one) to its 
community. If a store’s management, its 
merchandise management, its architect, 
its decorators, and all others who con- 
tribute to the store’s character and char- 
acteristics work off-beat to create a con- 
sistently “heady” and radically different 
kind of business, the advertising should 
reflect that. So should saiespeople. 


® Incidentally, it should be recognized 
that advertising, when ii is criticized in 
this space, is criticized not because it is 
“old,” or because it is “new and heady.” It 
is criticized only if it seems somewhere to 
have lost sight of its purpose, hence seems 
to fail in extracting all possible value from 
the space devoted to it. 
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Rand McNally Publishes 
Centennial Atlas 

Rand McNally & Co., Chicago, 
has published the centennial edi- 
tion of its “Commercial Atlas & 
Marketing Guide.” The edition has 
556 pages; its shipping weight is 
21% Ibs. This atlas, published to 
celebrate the company’s 1(C0th 
birthday, includes economic and 
geographic information. Each prin- 
cipal business center in every state 
is broken down to show the popu- 


lation growth since 1910, principal 
types of manufacturing, bank de- 
posits, broadcasting stations, num- 
ber of families, number of newspa- 
pers, number of retail outlets, 
wholesale and retail sales figures, 
and other details. 

The Atlas is not for sale, but is 
leased on a yearly subscription 
basis for $45. Subscribers also re- 
ceive a monthly business trend 
map, and may call on the research 
department of Rand McNally for 


answers to specific geographic 


questions. 


‘American’ Names Two 
Alexander Stewart, formerly 
with McCall Corp., has been ap- 
pointed sales presentation man- 
ager of American Magazine, New 
York. Fred W. Johnson, inactive 
for several months because of ill- 
ness, has rejoined American Mag- 
azine’s Chicago sales staff as as- 
sociate advertising manager. 


\ 6 8 _M | N K hath incentive charm... 


® You can't beat it for sales incentive plans, 
achievement awards, good will cokens, gifts. 
Furs were once bought to keep milady warm 
. . mow to keep her quiet. . . 
want to feel how a mink-provoked impact 
can stimulate sales and improve public 
relations, write today for our comprehensive 
‘Furs in the News."" 


9” x 12” catalog, 


VICTOR ASSELIN FUR, 


NEW YORK... 


363 SEVENTH AVENUE, 


H-R Television Names Two 
H-R Television, New York, sta- 

tion representative, has appointed 

Art Berla and Al Ritter to its sales 


time buyer at Batten, Barton, Dur- 
stine & Osborn, and Mr. Ritter 
previously was a time buyer of 
Compton Advertising. 


Parks Publishing Moves 

Parks Publishing Co., publisher 
of business and specialized publi- 
cations in the electronics field, has 
moved to larger offices at 56 E. 
Walton Pl., Chicago. 


happy. If you 


INC. 


BRyant 9-8830 


writes RAY BURKE 
Manager 

Industrial Advertising 
Stewart-Warner Corp., Chicago 


Are you giving Advertising Age the 
attention it deserves during busy 
office hours? We guess that you're 
not. No busy adman can possibly read 
and digest the many idea-packed 
pages of each weekly issue at the 
office. 


That’s why Mr. Burke reads his AA 


at home. His letter: “Few types of busi- 
ness activity can match the speed and com- 
plexity of the advertising industry. Trends 
develop rapidly—news happens fast. For 
me, AA does the job of reporting and in- 
terpreting supremely well. Every page is 
interesting and stimulating, with special 
editorial features that time and again are 
worth clipping. 


“T have read AA at home for twenty years, 
for a very simple reason: I learned long 
ago there is never enough time during the 
day to give Ad Age the attention it de- 
serves.” 


Why not give Ad Age an at-home trial? Mail 
the coupon below—NOW—for a year’s sub- 
scription. The cost for 52 issues is a mere $3 
—and you get FREE a copy of the fascinating 
handbook “Point of Sale Report by Leading 
National Advertisers,” containing many fresh 
ideas for sales promotions in the store. 


FREE 
VALUABLE HANDBOOK 


ADVERTISING AGE, Dept. M51, 200 East Illinois Street, Chicago 11, Illinois 
Please enter my l-year (52 issues) subscription to Advertising Age 
at the regular $3 rate and send me FREE a copy of POINT OF SALE 
REPORT BY LEADING ADVERTISERS. 


My Name 
Company 


() Home or Address 


(C) Company 
eS 
(0 $3 enclosed 


_Zone State 


© Bill me 


staff. Mr. Berla formerly was a) 


Advertising Age, March 5, 1956 


January Sales of Chain Stores 


$ 21,433,903 
103,944,125 
44,173,868 
128,849,762 


$298,401,658 $273, 149, ‘479 


$212,855,805 
5,735,196 
53,462,027 
$272,053,028 


$228,084,406 
6,107,519 
58,522,569 
$292,714,494 


'Desco Increases Ad Drive 


j 


4,423,602 
14,602,295 
$ 19,025,897 


4,548,448 
ay 16,089,596 
A rT eT eee 
Variety and Miscellaneous 
i $ 49,869,741 $ 47,987,810 
079 7,606,927 
1,643,533 
4,628,641 
602,685 
1,793,003 
16,640,070 
6,289,947 
6,239,761 
3,848,347 
2,005,000 
19,955,417 
4,233,835 
8,851,835 
6,205,703 
3,376,926 
5,274,754 


Fishman, 

Franklin Stores” 

‘Grant, W. T. 
*Grayson-Robinson Stores 
‘Green, H. L. 


‘McLellan Stores 
Melville Shoe Sales 
tMercantile Stores, Inc. 8,854,000 
tMiller-Woh! Co. A ’ 1,878,340 
Murphy, G. C. ‘ 10,658,807 
1,006, 1,004,912 
3,605,309 
10,221,507 
1,081,512 
3,488,688 
8,942,000 
2,072,701 
46,399,270 
$245,391,240 


$809,619,644 


Shoe Corp. of America i 
SE MEE “un geeecteccececcbeccces 
White's Auto Sales . 
Woolworth, F. W. 
Group Total $256. 757, 412 


Combined Total $868,511,608 
“Forty-eight weeks: 1955-$253,931,030; 1954-$201.797,769; +25.8. 
*Twelve months: 1955-$3,451,350,529; 1954-$3,100,271,101; +11.3. 
*Twelve months: 1955-$1,058,185,674; 1954-$961,367,871; +10.1. 
“Forty-three weeks: 1955-$525,433,824; 1954-$505,494,491; + 3.9. 
*Six months: 1955-$17,115,113; 1954-$15,506.684; +10.4. 

‘Twelve months: 1955-$351,847,704; 1954-$317,157,137; +10.9. 
*Six months: 1955-$58,551,175; 1954-$50,278,154; +16.4. 
‘Twelve months: 1955-$66,353,574; 1954-$62,902,733; +5.5. 
‘Twelve months: 1955-$111,723,843; 1954-$108,523,673; +2.9. 
‘Twelve months: 1955-$160,949,451; 1954-$151,038,295 +6.6. 
‘Twelve months: 1955-$61,411,032; 1954-$60,654,888 +1.3. 
tTwelve months: 1955-$138,792,000; 1954-$130,362,000 +6.5. 
tSix months: 1955-$20,370,336; 1954-$18,822,848 +8.2. 


|man. Magazines on the schedule 

Desco Shoe Corp., Long Island | are American Journal of Nursing, 
City, has launched the largest na-| Charm, Glamour, Good House- 
tional advertising campaign in its;keeping, Ladies’ Home Journal, 
history for its Revelations shoes.| McCall’s and Woman’s Home 
The campaign is based on testi-| Companion. The magazine sections 


|monials by Barbara Stanwyck,| of the Chicago Tribune and the 


Jeannette MacDonald, Mrs. Ted, New York Times will also be used. 


| Lewis, Bess Myerson, Lynn Dol-|Leon A. Friedman, New York, is 


lar, Ruth Warrick and Ceil Chap-| the agency. 


A strong Chicago agency 
would welcome 
an associate or two 
with desirable business 


Our long-established agency is a recognized “name” — 
big in total billings — in manpower — in outlook. 

We rate high in prestige — in creative talent — in 
solid financial strength. 

We are in a position to take on additional business 
— but since we do not maintain a “new business” de- 
partment as such, we are frankly looking for the next 
best thing. We would like to talk with successful agen- 
cy men who control one or several desirable accounts. 

If you are now with a small agency, or operating 
one, you know it’s getting tougher and tougher to hold 
your accounts against today’s competition. You cannot 
afford the fully rounded service and organization that 
so many advertisers consider necessary. That is why 
the small agency —or the individual operator — is 
often vulnerable when the big, high-power agencies 
solicit their clients. 

Our proposal is, in a sense, survival insurance for 
you — with individual independence. Find out who we 
are. Let us discuss the arrangement we can offer you. 

Write us direct — or, if you prefer, through an at- 
torney or another third person. 


ADDRESS BOX 848 
Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 
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HEART HELPER—Frederick W. Boul- 

ton, vp and director of creative 

services of J. Walter Thompson 

Co., Chicago, donates his art work 

to the Chicago Heart Assn. for use 
in its 1956 fund drive. 


f th . Mr. 4 
| e agency. Mr. Fox and Mr Organize TV & Radio Set | 


|copywriter and Joan Basford a 
|member of its public relations de- 


Failure to Enforce 


Law Penalizes Mail 


Users: Margulies 


New York, Feb. 28—David Mar- 
gulies, Parcel Post Assn. president, 
has charged that the government 
is overpaying railroads approxi- 
mately $130,000,000 a year for 
hauling second, third and fourth 
class mail. 

Speaking before the association’s 
third annual meeting, Mr. Mar-| 
gulies laid the blame on a long- 
standing but unenforced law—the | 
Mail Pay Act of 1916, which pro-| 
vides that the Postmaster General | 
need not pay the railroads at a) 
higher rate for hauling the mails 
(other than first class) than the 
railroads receive for hauling Rail- | 
way Express matter. 

“For forty years this law has 
never been enforced,” Mr. Mar- | 
gulies maintained. “Consequently | 
the Railway Express, wholly own- 
ed by a group of 69 major rail- 
roads, pays only about half of 
what the Post Office Department 
must pay for almost identical serv- 
ice.” 

Tracing the history of what he 
deemed “the great parcel give- 
away,” he pointed out that in 1951 
the Railway Express achieved a) 
long-sought goal when Congress | 
passed Public Law 199, which 
“drastically” cut the size and | 
weight of parcel post packages. 


‘Newsweek’ Advances 
Kinsolving, McAnally 
Newsweek, New York, has ap- 
pointed Charles M. Kinsolving to 
the new post of financial adver- 
tising manager, with responsibil- 
ities for all financial and travel ac- 
counts for both the magazine’s 
domestic and international edi- 


Arthur McAnally Charles Kinsolving 
tions. Mr. Kinsolving, with News- 
week for 13 years, has been New 
York sales manager since 1952. 

Arthur McAnally has _ been 
named to succeed Mr. Kinsolving 
as New York sales manager. He 
has been director of research since 
1948. Andrew J. Cullen, with the! 
magazine’s research department 
since December, 1950, as assistant 
to the research director and most | 
recently advertising research man- | 
ager, has been promoted to direc- 
tor of research. 


Basford Elects 3, Names 2 | assistant advertising and _ sales| Mexicana in Mexico City. The new dio sets. Pacific Mercury and War- 
G. M. Basford Co., New York, | promotion manager of Rheem Mfg.|company will produce electronic | wick have operated a Mexico City 


has elected John W. Fox, Kenneth |©®., 4nd Miss Basford previously | components as well as tv and ra- factory since July, 1955. 
Your Advertising Literature in any quantities, as needed 


Mehrhof and Robert Welborn vps was with Cunningham & Walsh. 
IMPRINTING — OVERPRINTING 
Sersen’s [MPRINTING, INC. ““s'se*ts c’s° CHICAGO 7 


You'll love this service: 
We'll IMPRINT, Store and Ship 


Mehrhof are account executives. 
Mr. Welborn is manager of the Company in Mexico City 

Sears, Roebuck & Co. and two of | 
its suppliers, Warwick Mfg. Corp., 
Chicago, and Pacific Mercury of 
California, have organized a new 
company known as Electronica 


agency’s Cleveland office. Basford 
also has named Albert Welge a 


partment. Mr. Welge formerly was 


You hear a lot of shouting about “firsts” in the magazine business, 
but if you listen carefully, a lot of them aren’t too important. 
Here are some firsts that are basic in the outdoor field—so basic, 
in fact, that they are vitally important to every advertiser looking 
for an all-male audience. 


First in its field to reach 900,000 net paid circulation in a single 


issue... 
OUTDOOR LIFE, February, 1950. 


First in its field to reach 1,000,000 net paid circulation in a single 


issue... 
OUTDOOR LIFE, March, 1954. 


First in its field to average more than 


900,000 


copies over a full year period 


(6 months ending June 30, 1955—910,751 net paid; 6 months 
ending December 31, 1955—919,771 net paid*). And this unpre- 
cedented circulation average was achieved without special issues, 
gimmicks or circulation hypos. 


This is why we can say “OUTDOOR LIFE has been first with 
sportsmen themselves for years.” 


And this is why OUTDOOR LIFE is first with advertisers! It 
carried more dollars of advertising in 1955 than any other maga- 


zine in its field. 
*As filed with ABC — subject to audit. 


> OUTDOOR LIFE 


Key to the market of men...big as all outdoors 


CLEVELAND 
SARASOTA 


DETROIT . BOSTON ° 
PORTLAND, ORE. ° 


CHICAGO ° 
SAN FRANCISCO ° 


NEW YORK ° 
LOS ANGELES ° 
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The 


Wite Wants No Second Fiddle|would you be willing to concede 
Position for Sales Force | that your publication has wide 

To the Editor: The writer, an/| Circulation among those directly 
interested reader of ADVERTISING | connected with the actual sale of a 
AGE each and every Monday, ab- | Product to the wholesaler, retailer 
sorbed with even a greater degree and even to the actual consumer? 
of interest your story in the Feb.6| May I have the privilege of 
edition on the Biow-Philip Morris | “going to bat” for those who are in 
story. May I quote from your ac-|the sales field from the beginner 
tual words: |salesman to A. E. Lyon himself. 

“What made it possible for| And I believe that my facts might 
Philip Morris to come so fast? | be based on a closer personal con- 
‘Good relations with the trade. A| nection to the Philip Morris com- 
distinctive package with snob ap-/| pany in those days of the '30s when 
peal, A luxury price and a decent | Philip Morris had the spectacular 
markup with the retailer. But most | rise that still is pointed out as one 
of all, a slugging advertising cam-|of the greatest successes of any 
paign.’ ” | company. 

First—may I ask if the editors | Mr. Lyon, I am sure, would be 
of ADVERTISING AGE are firmly con-| happy to join my efforts in de- 
vinced that the only readers of| fending one of the hardest hitting 
their publication are folks actually |sales organizations that ever hit 
in the advertising business or'the highways, streets and side 


f 


“It’s a Big Yump, Einar 


**_-the best one we ever made,”’ said an 
advertising production man the other day. 
From “mine run” variety of advertising, 
his clients have graduated into big time— 
in quality, character and results . . . It’s 
characteristic of such executives that he 
gave much of the credit to his recent 
conversion to original photo-engravings 


master-crafted by ROGERS. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|streets of these United States to 
tell the Philip Morris story. What 
|made up this successful sales or- 
ganization—college graduates for 
the most part from coast to coast— 
and also the treasured Ivy League. 
What were they paid in those days | 
of the ’30s? You have said that! 
Mr. Lyon assumed his duties as 
director of sales for $7,000 (For- 
tune figures)— a mere pittance, | 
wasn’t it? The salesmen received | 
salaries in the same proportion. 

But what did they give? They! 
gave from 7:45 in the morning 
until the day’s work was done! 
—and that very well could be 
9 o’clock at night—for follow- 
ing a day’s work. They were 
the young men who went to work 
on the actual consumer in cocktail 
jlounges, bars, conventions—even 
|beauty shops and dress salons. 
| They were not only selected be- 
cause they were good salesmen; 
| they were chosen for personal ap- 
|pearance, good manners, tact and 
|diplomacy and the fact that they 
| might be bachelors—the latter so 
they could dedicate themselves to 
their work with no interruptions. 
|And they did. They sold three 
|}packs of Philip Morris to a small | 
tobacco dealer—just to put Philip 
Morris in stock; they sold the 
dealer on giving his window space 
and counter space to Philip Morris 
to bring Mr. Biow’s advertising to 
the point of sale. And they did 
this monumental job on their own 
ability as salesmen and the com- 
pany’s policy of a decent markup 
for the retailer. They did not pay 
for the privilege of using the 
dealer’s window or counter, which 
was common practice in the ’30s. 

And they constantly faced di- 
rectly or indirectly Mr. Biow’s as- 
sertion that he didn’t need any 
sales organization behind his ad- 
vertising campaigns—his adver- 
tising would do the job. And now 
20 years later ADVERTISING AGE 
practically repeats Mr. Biow’s own 
words in those days. 

Mr. Lyon, too, would be very 
happy, I am sure, to tell ADVERTIS- 
inc AcE what happened to some 
of his hard-working bag carriers 
of the ’30s and he would be the 
first to acknowledge that they, too, 
were responsible for his success 
and the spectacular success of 
Philip Morris. 

This hard hitting organization 
accomplished success after success 
that Mr. Biow’s well dreamed up 
| advertising could never have done 
jalone. To this day, though years 
|have passed and most of these 
men have gone their own separate 
ways, they still are loyal to Philip 
Morris and they still keep in 
touch if only to talk over the old 
days. They have gone on to their 
own successes. Today they hold 
responsible executive positions 
from coast to coast and yet if you 
could take a poll this very day, 
there is not one who would not 
say that he values the experience 
he gained in helping to make 
Philip Morris a success. For each 
one of the Philip Morris family in 
the ’30s was an important part of 
its success. Would that every man 
| Starting out today carrying a bag 
could have the opportunity to 
learn the hard hitting and ethical 
sales tactics learned by these men; 
would that every young man today 
could be willing to work as hard as 


|sit and patiently wait and then 


these men did; would that every 
young man could “take it” as these | 
men did—even Mr. Biow’s re-| 
marks that his advertising didn’t | 
need them. 
So, dear editors, won’t you now | 
|give the space to this tribute to| 
the Philip Morris sales organiza- 
tion that you have already given 
to Mr. Biow’s advertising efforts? 
The success of this company was 
the result of advertising cam- 


paigns which were backed up by 
hard hitting merchandising and 
promotion by a competent sales 
organization. 

And in the future, won’t you be 
more ready and willing to admit 
that advertising doesn’t do the en- 
tire job? If it does, I wonder why 
I have been sitting and waiting 
for 20 years while my husband 
goes out and does a sales job— 
incidentally to back up advertis- 
ing campaigns. If sales organiza- 
tions are no more important to the | 
success of a company, why do we 
gals—married to sales managers 
and salesmen who must travel— 


greet our tired-out husbands with 
well cooked meals, relaxation and 
rest, with bolstering up when the 
spirit gets low in the face of com- 
petition, with smiles instead of 
tears over the lonely lives we 
needs must live. 

Perhaps we should just marry 
into the advertising business— 
help our husbands entertain the 
clients at dinner, cocktail parties 
and country club on weekends and, 
of course, keep the grey flannel 
suits well pressed. 

Break down, dear editors. Don’t 
take all the credit for the adver- 
tising. Admit that it is only half 
the picture and most certainly not} 


| 


the most unpleasant half, at that. | 

Me—well frankly I am the | 
happy wife of—to me—one of the | 
best salesmen in the world and 
one of the happiest. He travels a 
ten-state area and this morning 
I was up at 5 to get him off on an 
early plane, a hot breakfast tucked 
inside, a kiss and a smile and a pat 
on the back to go out and do a good 
job. And then with a “bless you 
darling, see you Friday,” I was set 
to keep myself busy to pass those 
hours away, to worry a little when 
he was flying in bad weather, but 
always knowing he would be home 
safe and sound with some good 
sales under his belt. 

So you see your completely 
overlooking the sales organization 
is just a temporary burn. But if 
you keep it up as you are prone to 
do—beware—the wives of sales-| 
men will remind you of it. 

SALES MANAGER’s WIFE 

Is that sales manager the lucky 

one! 
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This Reader Is All for 
Some Changes, a la Martineau 

To the Editor: By coincidence, 
after reading Mr. Bedell’s remarks 
to Mr. Martineau, I overheard an 
old “old pro” saying to his five- 
year-old grandson: “Yes, sonny, 
folks don’t change. They still go 
for the big benefit—it helps them 
THINK their way into buying some- 
thing. 

“Take the general store in town 
—I mean supermarket—with them 


|packages lined up like soldiers. 


Now a woman don’t need no 
friendly feeling toward a cake 
mix to buy it. She’ll take the one 
listing that K-33 ingredient every 
time. 

“Or a man buying a car. Man 
buys a car for transportation, my 
boy, like a woman buys a fur coat 
for warmth. Only reason he un- 
loads his 1955 jalopy is because the 
new model is better designed; not 
because his neighbor’s sporting a 
56 hardtop. And folks still go for 
the straightforward look of the 
Model-T. They want real practical 
cars even today. Chrysler will tell 
you that. 

“And the same practical ap- 
proach works in ads, too, lad. You 
run that famous pi-ano ad today; 
and even the client’ll laugh when 


jhe sits down to count coupons. 


“Don’t you ever believe the 
thousands of ads in magazines and 
newspapers every year have had 
any effect on readers, neither. 
Folks still study every word. You 
pay attention to Mr. Bedell and Mr. 
Woolf, son. They know all this. 

“Folks still work six days a 
week, too, for a dollar-a-day... 
still like their beans and band con- 
certs on Saturday night. Who does 
this upstart Martineau think he is? 

“Help me over to the teevee set, 
sonny. Turn on your Kiddie-Kut- 
Up show with them Charlie Chase 
cartoons. 

“Folks ain’t any more sophisti- 
cated now. Give them the simple 
approach...a hard-sell borax ad 
and they’ll buy every time. Every- 
thing else may change; but not 
people. 


“Lookee there! Charlie Chase 


|got hit in the face with a custard 


pie! These cartoons are still as 
funny as they were 25 years ago. 


/Only I don’t understand why 


When You're 


1S A BIGGER 
a FOR FO 


Grocery Advertising 


REMEMBER .. . 


Placing 


CANTON 


MARKET 
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SOUTH BEND, DES MOINES, 


OMAHA, NA 


SELL THIS 


SHVILLE 


$86,243,000 
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BRUSH-MOORE 
NEWSPAPER 


represented nationally 
by Story, Brooks & Finley a 
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they’re shown only on kiddies’ 
programs nowadays because... 
people haven’t changed.” 
Tep LeMarre, 
Campbell-Mithun Inc., Chica- 
go. 


Manipulators Explained 

To the Editor: Attached is from 
the Feb. 19 New York Times Mag- 
azine. 

So her “stock” went up when 
she bought the bra? “Now she’s a 
customer’s woman...” Here’s an 
inside tip on market manipulators, 


inv ee enttente 
te eet Go at wt tar amen 
et Ne oes me oe 
cen ate toasts 
PETER Pan — 
Se devcamnstem 
ond Ree farmed Som fm he 


peaks and valleys of the stock 
charts, etc. because “this full- 
filling bra has artfully designed 
cups that add curves confidential- 
ly.” 
Do you know now why they call 
it “playing the market’? 
G. C. CHATFIELD, | 
Assistant Sales Promotion | 
Manager, Olin Mathieson 
Chemical Corp., New Haven, 
Conn. 


Canadian Sees Room for 
Improvement on 34th St. 

To the Editor: For some reason 
we always look to the U.S. as a 
land of super salesmen. We see) 
the prosperity that good marketing 
has created and I guess we pre-| 
sume that everybody is conscious | 
of the increasing need for better | 
selling at all levels. 

I was in New York early last 
week and wanted to make some 
purchases to bring home. I natu- 
rally thought of those two giants 
—Macy’s and Gimbel’s. I am not 
sure that I quote accurately, but 
after visiting both stores I would 
suggest that the slogan “Nobody 
but nobody undersells Gimbel’s” 
is not quite correct. Macy’s sells 
just as poorly. I presume, after 
shopping, this slogan refers to 
salesmanship, not prices. 

We talk glibly about a revival 
in salesmanship and yet here are 
two of the nation’s leaders in the 
retailing field that obviously 
haven’t registered in their efforts 
to their employes. 

I’m sure it cannot be the man- 
agement’s wish to leave a custom- 
er standing for 15 minutes while 
two clerks discuss the previous 
night’s activities. I’m equally sure 
that clerks in clothing departments 
are supposed to know how to con- 
vert children’s ages into clothing 
sizes, at least roughly. 

I thought, “Is there anything 
youse want?” and “Can I help 
youse?,” as sales openers, went 
out long before this. It seems to 
me they were tossed aside before 
I entered the retailing field in 
1938 and certainly before I left 
it in 1942. 

Maybe I’m wrong. Maybe there 
is a difference created by the un- 
guarded border that makes Amer- 
icans want to search all over the 
floor to find a clerk, and then 
wait until it suits them to serve 
you. 

Personally I doubt it. 

This is certainly not meant to 
be a criticism of either store, as 
I both respect and admire their 
management policy and market- 
ing efforts. It is meant to be con- 


| structive and is written in the, top creative talent as well as top| North Dakota weekly and are not 
hope that it may help to “see your-| management? Even the Getchels, at all sure that a smart country | 
| selves as others see you.” Ogilvys, Burnetts, Biows, etce.,| editor did not write it with tongue 
In the marketing section of the were coached along the line some- | in cheek. Something new has been 
AMA conference which I was at-| where and were given opportun- added to the usual prosaic wed- 
| tending, there were frequent ref-|ities to develop creatively. ding announcement. | 
erences to your tremendous gross | C. Dorsey Forrest, | It reads: “Miss Jenny Copler | 
‘national product and the fact that; Director of Marketing & Re- (and Bob Henry were married at 
|it had to be sold. I would suggest; search (on Leave from Indi- | the Jones mansion on Elm St. last 
‘that it has to be sold at retail, as| ana University), Hicks & | Thursday evening. The bride is the 
| well as wholesale. | Greist Inc., New York. | daughter of Constable Copler, who | 
CANADIAN PROMOTION MAN. e e e has been an efficient officer and | 


: 
Country Editor Gets Sell will undoubtedly be reelected next | 
into a Social Note 


| | spring. He offers a fine used car 
Up to Leaders to Develop ;, } ‘for sale in another column of this 
New Creative Talent To the Editor: In going through issue. The groom runs a grocery | 
| To the Editor: In reading The | Some papers the other day I came |store on First St. and is a steady | 
Voice of the Advertiser yesterday, upon the attached clipping. It ap-| patron of our advertising columns. | 
my dander got up to the point of peared in the Seattle Daily Journal| He has a fine line of bargains in| 
writing the following letter to the of Commerce. It offers an amusing | his ad this week. All summer he | 
editor: comment on the recent contro-|paid 2¢ more for butter from 

I wonder why Weston Hill (AA, | versy in your columns on adver- | farmers than any other store. They | 
Feb. 13, Page 67) and quite a few tiser influence of editorial content.| were married by Rev. Josiah! 
others take such delight in castiga- |Perhaps your other readers might | Butterworth, who last week called | 
ting the “smart younger men, fresh be interested in it. ‘at this office and gave us a nice | 
out of the universities and the Newspaper men generally try to order for letterheads. He is going | 
graduate schools and bristling to draw a sharp line between adver- to give more time to his real es-| 
the finger tips with theory...” tising and news, especially on tate business from now on and| 
Isn’t it the responsibility of older 


metropolitan sheets. But a while 
heads to develop a succession of | ago we received a clipping from a 


| 


say the cards we recently printed | 


|will also write fire insurance. So | 
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for him. Jenny and Bob left on the 
late train for Milwaukee to visit 
the bride’s uncle, who we under- 
stand is very well fixed finan- 
cially.” 
Dexter W. JOHNSON, 
Western Editor, American 
Lumberman, Portland, Ore. 
. e - 


‘How’ Headline Successful 
for Woolf Follower 
To the Editor: James D. Woolf’s 
recent column, “There’s Magic in 
‘How’” (AA, Jan. 16), inspired 
me to dispense with our usual 
headline “Housewares Sale.” As 
you can see from the enclosed 
proofs, the headline reads, “How 
to Keep Your Husband Happy!” 
It should have read, “How to 
Keep Your Boss Happy!” because 
the sales figures indicate that we 
went ahead 23% despite the in- 
clement weather. In addition, we 
attracted much favorable com- 
ment from our customers. 
NORMAN WILNER, 
Advertising Manager, L. M. 
Blumstein Inc., New York. 


Mass Production... | 


SOUTHERN STYLE! 


Globe Parlor and many others make the Prosperous Piedmont section 
of North Carolina and southwest Virginia the world’s largest producer of 


the buying habits of the 2 million customers in the area. 


Represented by 


Names such as Drexel, Kent Coffey, Heritage-Henredon, Tomlinson, 


GREENSBORO, N. C. 


i 


wood furniture. Here in North Carolina alone there are mere than 350 plants 
producing every conceivable type of furniture for homes and offices around the world. 


Furniture production in combination with other booming industries and diversified agricul- 
ture make the 46 counties of the Prosperous Piedmont one of the top TV markets in the na- 
tion. And the only way to get complete coverage of this $2.3 billion market is with wrmy-Tv. 


With basic CBS programming and full 100,000 watts power, WFMyY-TVv completely dominates 


To get “mass production” sales here for your product, call your H-R-P man today. 


Now In Our 
Seventh Year 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 
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What's ‘Dear John’ in Chinese? ... 


San Francisco Agency Is Go-Between 
for U.S., Oriental-American Markets 


Adman Leong Got Start (952 publishers’ representative spe- | 


Translating Gl Letters; 
Now Runs Agency, Rep 


By Kenneth R. MacDonald 
Sawn Francisco, Feb. 29—North- 
ern California’s first and only 
Asian agency, which combines usu- 
al agency services with operation 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


(sTasute t) eer, 
PRESS CLIPPING BUREAU 
BArcley 7-537! 
165 Church Strect New York 7, N.Y. 
And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 
in two practical sizes; rubber cement; 
plastic laminating if desired. 
BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7. N. Y. 


cializing in the Chinese, Japanese 
and Filipino markets, is now firmly 
|established in San Francisco's 
| world-famed Chinatown, after an 
| early “rough go” during which the 
office rent was paid, not with space 
commissions, but with translation 
fees. 

The agency, Oriental Advertising 
| Service, 835 Clay St., is operated 
by Charles L. Leong, a former 
newspaper man who switched from 
the editorial side to advertising 
after long experience in this coun- 
try and in the Orient. 

Charley, as Leong is familiarly 
known along San Francisco’s ad- 
vertising row, points out that 200,- 
000 of the U.S.’ 500,000 Oriental- 
Americans are concentrated in 
California. 

“Oriental publications have ex- 
isted for more than 100 years,” Mr. 
Leong explains, “beginning with 
the Gold Hill News in 1850, estab- 
lished to serve the Chinese who 
came here during the gold rush. 
| Today there are publications serv- 
ing the Chinese, Japanese and Fili- 
pinos, both in their native lang- 
uages and in English. 


s “During the past century, how- 
ever, there has been no agency or 
publishers’ representative for this 


Greetings on The Year of The Monkey 


group until the establishment of 
Oriental Advertising Service.” 

Leong started his agency a year 
ago, when he was asked to handle 
a special edition for the Japanese 
Nichi Bei Times, to celebrate the 
opening at San Francisco of a new 
Japan Trade Center. 

“The Nichi Bei people knew me 


+ ADVERTISING REPRESENTATIVES - PROMOTION - ORIENTAL TRANSLATION - TYPOGRAPHY - 


Why be satisfied with past performance? 
If you want better looking reproduction 
get “186 manpower” model 

SUPERIOR plates. Call SU perior 7-7070. 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


- The 4654th Happy Chinese New Year! 


IT MEANS EXACTLY WHAT YOU THINK . . . . WITHOUT MONKEY BUSINESS, 
BUT WITH FRIENDSHIP AND FUN FROM .... 


ORIENTAL ADVERTISING SERVICE 
72 LD 3 


CHARLES L. LEONG AND ASSOCIATES 
835 Clay Street - San Francisco - Chinatown 


“SPECIALISTS IN GETTING ORIENTAL BUSINESS FOR YOU" 


DIRECT MAIL - 


THE FIRST 4454—It’s Happy (4654th) New Year, according to the 
Chinese calendar. Here’s the folding greeting (the front of the card 
is reproduced at the top) sent out by Oriental Advertising Service. 


more as an editor,” Mr. Leong told 
AA, “but they asked me to give 
them a hand in selling space to 
| American companies. The idea ap- 
pealed to me, and after I had fin- 
ished the Japanese project, I start- 
ed a regular service for other 
publications as well. 

“In the beginning, however, it 
was very rough going, despite the 
fact that the Asian people in this 
country constitute a vast market 
for American goods, which must 
be advertised to be sold to them. 
As a matter of fact, for some time 
we paid the office rent out of 
translation fees.” 


® Demand for the translation serv- 
ice, Mr. Leong explains, came in 
great volume from GIs who wanted 
letters written to girl friends in 
Japan, or who wanted incoming 
letters translated. Today Mr. Leong 
still has some of that business, but 
|his translation service and his 
|typography service chiefly serve 
customers who want commercial 
jobs done. 

Oriental Advertising Service is, 
in a sense, a re-birth in different 
form of a service terminated by 
| world political changes in 1948. 

Up to that time Mr. Leong had 
| been solely an editorial man. His 
| background included work on dai- 
lies and weeklies, a stint for United 
| Press and one on the copy desk of 
the San Francisco Chronicle. In 
World War II he served as a com- 
bat correspondent with the 14th 
Air Force (Flying Tigers), wrote 


Advertising Age, March 5, 1956 


for “Yank Magazine,” served as a 
public relations officer and worked 
on the China edition of “Stars & 
Stripes.” 

After the war, Mr. Leong became 
a public information officer for the 
United National Relief & Rehabil- 
itation Administration; he traveled 
in India, Burma, China, Japan, the 
Philippines and Formosa. 


® Upon his return to this country, 
Mr. Leong was appointed exclu- 
sive U.S. ad representative of the 
Ta Kung-Pao, Chinese language 
newspaper in Hong Kong; China 
Press, English-Chinese newspaper 
in Shanghai; Far Eastern Engineer, 
Shanghai engineering magazine, 
and the Park Hotel, Shanghai. 
Each occupies a leading position 
in its field. 

The communist conquest of 
China terminated all of this activi- 
ty in 1949. Mr. Leong returned to 
editorial work in San Francisco’s 
Chinatown, where he ran his own 
English language Chinese newspa- 
pe 


3 

His background of Far East news 
and business training proved use- 
ful in the organization of Oriental 
Advertising Service. 

At present the agency’s clients, 
which it serves both in promotional 
advertising and in space sales, in- 
clude the China Tribune, New 
York City; Young China, oldest 
Chinese language newspaper in 
San Francisco (founded by Dr. Sun 
Yat Sen, father of the Chinese Re- 
public), and Chinese News, English 
language monthly news magazine. 


® His Japanese client is the Nichi 
Bei Times, San Francisco, largest 
and oldest Japanese newspaper in 
the U.S. with 7,000 circulation. 
The Filipino clients are the Bataan 
News, which has a press run of 
16,000, and Philippines Mail, oldest 
Filipino newspaper in the U.S. It 
recently celebrated its 25th anni- 
versary. 

Mr. Leong also handles the Ori- 
ental-American end of accounts 
held by other agencies. These in- 
clude Harrah’s Club, Reno (Rich- 
ard N. Meltzer Advertising); 
American Trust Co. (McCann- 
| Erickson); Anglo-California Bank 
| (Brisacher, Wheeler & Staff) and 
|Bank of America (Charles John- 
son agency). He also has done spe- 
cialized work on other agencies’ 
accounts in the transportation field 
and for Borden Co. and Fantasia 
| Confections. 

Oriental Advertising Service al- 
so handles merchandising, promo- 
tion and direct mail campaigns 
intended to reach the huge Oriental 
market. 


= Mr. Leong’s career in advertis- 
| ing began while he was still in high 
school in Watsonville, Cal. He con- 
ducted a once-a-year fireworks 
business to help fellow Watsonville 
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citizens celebrate the Fourth of 
July, and established local sales 
records using ads in the Watson- 
ville Register. 

At San Jose State College, while 
editor of the student daily, he rep- 
resented Philip Morris, handing 
out free packets of the cigaret. At 
Stanford University, where he 
earned a master’s degree, he 
learned of market research by 
serving as the Gallup representa- 
tive. 

Now Mr. Leong’s career, which 
he began as a school boy, selling 
firecrackers to help mark a famous 
day in 1776, has come full circle. 
As a leading middleman between 
U.S. Oriental and non-Oriental 
worlds, Mr. Leong earlier this 
month played a role in the San 
Francisco celebration of Chinese 
New Year—the year 4654. 


FCC Okays Triangle 
Purchase of Altoona Stations 

The Federal Communications 
Commission has approved transfer 
of WFBG and WFBG-TV, Altoona, 
Pa., to Triangle Publications Inc., 
Philadelphia. Triangle purchased 
the stations from Gable Broad- 
casting Co. (AA, Dec. 5, ’55). Of- 
ficial licensee of the Altoona 
properties is Triangle’s radio-tele- 
vision division, which also oper- 
ates WFIL (am and fm) and 
WFIL-TV, Philadelphia, WNBF 
and WNBF-TV, Binghamton, N.Y., 
and holds a 50% interest in 
WHGB, Harrisburg. Triangle pub- 
lishes the Philadelphia Inquirer, 
TV Guide, Seventeen and other 
publications. 

WFBG, on the air since 1924, 
is an NBC affiliate. WFBG-TV, 
inaugurated in 1953, is a primary 
affiliate of CBS-TV and also car- 
ries programs from ABC-TV and 
NBC-TV. 


U.S., London PR Companies 
Form Dolan, Gottlieb & Lefolii 

Two public relations companies 
—one in New York and one in 
London—have formed a Canadian 
affiliate, Dolan, Gottlieb & Lefolii 
Ltd., in Toronto. The parent com- 
panies are Edward Gottlieb & As- 
sociates, New York, and Patrick 
Dolan & Associates, London. Both 
specialize in international public 
relations. 

The Canadian company will be 
managed by H. K. Lefolii, former- 
ly with MacLaren Advertising, 
where he served as public rela- 
tions counsel to General Motors of 
Canada. Patrick Dolan, head of the 
British company, is an ex-Amer- 
ican adman who also is a principal 
in a London advertising agency, 
Dolan, Davis, Whitcombe & Stew- 
art. 


Garbanati to Erwin, Wasey 

H. A. Garbanati has joined the 
sales promotion staff of Erwin, 
Wasey & Co., Los Angeles. He was 
previously a divisional sales man- 
ager of Gallo Wine Co. 


MISS NEW YEAR—Charles Leong, who operates Oriental Advertising 

Service, San Francisco, is shown with Estelle Dong, queen of the 

Chinese New Year. The celebration marked the Year of the Mon- 
key, 4654. 
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KNOWS 


How DYNAMIC DAVENPORT rows: 


= 
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— that’s why they’re adding new manu- 
facturing space .. . in DAVENPORT! 


Ee, 
DAVENPORT f FOR THE NINTH CONSECUTIVE 
NEWSPAPERS [ithrepaiegarnartaaln 


QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 
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... has 21.5% of the total population of the 11-Western states! 


...does 23.2% of the total retail business of the 11-Western states! 


...and 25% of the people in Los Angeles County live where 
there is a COPLEY “hometown” newspaper! People buy where they live. 


Alhambra Post Advocate Monrovia News Post 
Burbank Daily Review Redondo Daily Breeze 
Culver City Star News San Pedro News Pilot 


Glendale News Press Xe Venice Evening Vanguard 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers Covering the “Hometown” Markets of Greater Los 

Angeles — Northern Illinois — Springfield, Illinois — and San Diego, California... ail 

the Local News plus the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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JOHN BURGOYNE 


Orchids to Henry Brenner, Presi- 
dent, Home Testing Institute, Inc., 
for his new book, “Marketing Re- 
search Pays Off”. It’s a gold mine of 
information on 

how to find and 

develop new 

markets— culled 

from the re- 

search files of 40 

leading national 

advertisers. 

Write the pub- 

lisher, Printers’ 

Inc., for your 

copy of this fact-filled tome. 


x wk * 


Market research is the “big” pay 
off when you give your new products 
these great test mar- 


CANTON, Ohio 
CEDAR RAPIDS, lowa 
CHARLOTTE, N.C. 
CINCINNATI, Ohio 
COLUMBUS, Ohio 
DAYTON, Ohio 
GRAND RAPIDS, Mich. 
HARRISBURG, Po. 
INDIANAPOLIS, Ind. 
LOUISVILLE, Ky. 
OMAHA, Neb. 
PEORIA, |I'. 
PHOENIX, Ariz. 
ROANOKE, Vo. 
ROCKFORD, iI. 
SOUTH BEND, ind. 
SPRINGFIELD, Mass. 
SYRACUSE, N.Y. 
TACOMA, Wash. 
TOLEDO, Ohio 


PS. All are active members of the 
Burgoyne Test City Group—natch! 


= i 2 
Omar M. Strickler, age 67, passed 


away suddenly last month. Omar, a 
graduate of Iowa State, had been our 
strong right arm in the Omaha area 
for e past eight years. Prior to 
joining us, he served the A. C. Niel- 
sen Company for six years in the 
— a a — ——— 
—an ple. That’s why we'll miss 
him — . 


x *k * 


Underarm perspiration and the 
resulting social stigmas (so aptly 
illustrated by better advertisers) 
have given many a friendly chemist 
giant-sized ulcers in his attempts to 
effect a cure. One well-known man- 
ufacturer of soaps and other toilet 
articles for les femmes and their 
braves has the answer—-a new bar 
soap which causes perspiration and 
flaking skin to disappear faster than 
grown daughters at dishwashing 
time. The chemist-inventor loved it 
for the grand job it did on his 
mother-in-law—now he can stand 
(while sitting) the old biddie! But 
the head man wanted proof that his 
newest gift to the social graces would 
outsell older and better known de- 
odorants. A thorough test in Peoria, 
Omaha, Indianapolis, Cincinnati, Ce- 
dar Rapids and Canton proved sales 
and acceptance far above the wildest 
hopes. Now everyone is happier than 
a lifer” with a new blade for his 
saw! 


x * * 
Such nice things can happen to you 


if you can spare the stamp which will 
bring us running. 
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‘Krylon Bases Push 
on ‘Free’ 35% Hike 
in Container Size 


NorRIstOwNn, Pa., Feb. 28—A 
heavy spring promotion for the en- 
tire line of Krylon spray coatings, 
spray enamels, zinc chromate 
primer and its other products is 
| being planned by Krylon Inc. 

The campaign will also serve to 
introduce to consumers, and to the 
| trade, Krylon’s new giant 17.8-oz. 
| aerosol container, the largest in the 
jentire industry. This new can is 
replacing Krylon’s 12-oz. contain- 
er and is being sold at no increase 
in price. 

James W. Bampton, president of 
the company, which refers to itself 
|as the nation’s largest producer of 
spray coatings and spray enamels, 
told ApverRTisinc Ace that since 
the new larger container offers 
35% more product at no addition- 
al cost to the consumer, Krylon 
will use this saving as the theme 
of the campaign. (The company 
also markets a 6-oz. can.) 

All newspaper ads and tv and 
radio commercials will utilize this 
theme. 


® The initial drive will be in 
newspapers in 64 markets, on a 
cooperative basis with retail out- 
lets. Krylon will support the drive 
in at least 60 to 100 additional 
markets with tv and radio spots. 
Eventually, Mr. Bampton told AA, 
Krylon plans to cover “every mar- 
ket in the country,” using news- 
papers and radio and tv spots. 

A direct mail campaign to the 
trade will precede the advertising 
drive, starting March 1. 
market advertising will 
about a week or two later. 

Simultaneously, Krylon will fan 
out over the country with 160 
“missionary” salesmen to make di- 
rect contact with retail outlets. 

The 160 men have been given a 
quota of 8,000 new dealers, plus 
calls on regular Krylon customers. 
A new three-deck display rack 
also will be distributed to dealers 
throughout the nation as part of 
the spring drive. 


follow 


s The over-all spring promotion 
will serve the double purpose of 
introducing the giant new Krylon 
container and also of convincing | 
the home owner and business man | 
to use Krylon products for spring | 
touch-up painting around the 
home, in the office, plant or work- 
shop. 

This angle will be utilized to 
promote Krylon’s Crystal Clear 
acrylic spray for protective coating 
of everything from the auto igni- 
tion system to oil paintings and 
office records. 

J. Robert Mendte Inc., Philadel- 
phia, is Krylon’s advertising and 
pr agency. 


Olin Mathieson Sells Land 

Olin Mathieson Chemical Corp., 
New York, will sell 395,000 acres 
of timberland in Arkansas, Louisi- 
ana and Texas to International 
Paper Co. for $33,000,000. Pro- 
ceeds of the sale, Thomas S. 
Nichols, Olin Mathieson president, 


Local | 
|out charge. The study was made 


said, will materially increase funds 
available for the company’s plan- | 
ned expansion in pulp and paper | 
production and for building an/| 
aluminum plant in Clarington, O. 
The company, Mr. Nichols said, 
still retains 510,000 acres of tim- 
berland and controls another 125,- 
000 acres. 


Gornick Joins F&éS&R 

Joseph L. Gornick, formerly an| 
assistant account executive with | 
Doyle, Kitchen & McCormick, has | 
joined the New York office of| 
Fuller & Smith & Ross in a similar | 
capacity. He will work on the Bor-| 
}den chemical division account and 
lon the automotive specialties divi- 
‘sion of Commercial Solvents Corp. 


= 
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TWO QUEENS— 
Elmore E. “Kay” 
Kayser, advertis- 


ristown, Pa., in- 
troduces the 
company’s new 
giant “queen- 
size” aerosol con- 
tainer to Gene- 
vieve Marsh, 
“Miss Krylon” of 
1956, prior to in- 
troducing both to 
the trade. The 
new 17.8-o0z. con- 
tainer replaces 
Krylon’s 12-02. 
can. 


Canada Dry Names Red VP 

John W. Red, formerly assistant 
national sales manager, has been 
elected vp in charge of the wine 
and spirits department of Canada 
Dry Ginger Ale Inc., New York. B. 
J. Hunter, formerly national liquor 
sales manager, has been named an 
honorary vp of the department. 
Paul J. Burnside succeeds Mr. 
Hunter. Kingman Moore, vp, has 
been named senior vp in an execu- 
tive advisory and consulting capac- 
ity. 


Letterpress Future 
Outlined in Booklet 

“The Present & Future of Print- 
ing Processes,” a 24-page booklet 


| has been published by the Inter- 


national Assn. of Electrotypers & 
Stereotypers, 701 Leader Bldg., 
Cleveland, and is available with- 


for the association by I. D. Rob- 
bins, New York printing consult- 
ant. 


Forbes Shortens Name 

B. C. Forbes & Sons Publishing 
Co., New York, has changed its 
name to Forbes Inc., because the 
company is “no longer exclusively 
a publishing company.” It pub- 
lishes Forbes Magazine and finan- 
cial books, and Forbes Personal 
Investment Management “directly 
supervises other people’s invest- 
ments.” Marketing and research 
services are also rendered to cor- 
porations. 


$64,000 Challenge.’ ‘Question’ 
Sequel, to Bow on CBS-TV 
After months in the planning 
stage and several title changes, 
the sequel to “$64,000 Question” 
—called the “$64,000 Challenge”— 
is set to bow on CBS-TV March 
|25 at 10 p.m., EST. Co-sponsored 
by Revlon (C. J. LaRoche & Co.) 
and Kent cigarets (Young & Rubi- 
cam), the show will replace “Ap- 
pointment with Adventure.” 
| The telecast, which will pit 
| leading “Question” winners against 
‘other knowledgeable amateur 
|“specialists,” was to have started 
|in December as “$64,000 Panel.” 
\It was delayed when Y&R and 
|Revlon’s former agency, Norman, 
Craig & Kummel, were unable to 
agree on program control. 


Fensholt Names Jacobs A.E. 
Ken Jacobs has been appointed 
an account executive of Fensholt 
Advertising Agency, Chicago. He 
|has been editor and manager of 
| Florists Telegraph Delivery News 
since 1950 and before that was 
|with Electric Light & Power and 
was advertising manager of Elec- 
trical Engineers Equipment Co. 


_Perrygraf to Reincke, Meyer 

Perrygraf Corp., Chicago, de- 
|signer and builder of slide-charts, 
|has appointed Reincke, Meyer & 
Finn, Chicago, to handle its ad- 
vertising. Present plans call for 
the use of business papers, pri- 
marily, in the advertising and 
' selling fields. 


Advertising Age, March 5, 1956 


Coyle Is Appointed 


Ad, Promotion Head 


ing manager of 


Krylon Inc., — 
WASHINGTON, Feb. 28—William 


of WRC, WRC-TV 


Coyle has been appointed director 
|of promotion, advertising and pub- 
lie relations for NBC-owned sta- 
|tions WRC and WRC-TV here, ef- 
fective March 16. 

As one of the five department 
|heads, he reports to Carleton D. 
|Smith, NBC vp and general man- 
lager of the stations. In addition to 
promotion and research, he also 
will supervise merchandising and 
publicity. 

Mr. Coyle joins WRC and WRC- 
|TV from the Washington Star, 
|where he has been promotion and 
'research director. 
| When he first came to Washing- 
ton, in 1933, he was an announcer 
on WRC and WMAL, both NBC- 
owned at that time. He was night 
supervisor for the stations in 1938. 
A year later he joined the Star as 
radio director. 


® Following service in the Navy 
in World War II, he returned to 
the Star and became promotion 
manager. His civic activities in- 
clude the presidency of the Adver- 
tising Club of Washington in 1953- 
54 and membership in the Wash- 
ington Board of Trade, the Variety 
Club, the National Press Club and 
the Washington chapter of the 
American Marketing Assn. Cur- 
rently he is Ist vp of the National 
Newspaper Promotion Assn. 


McNamara Rejoins Ward 

John S. McNamara is rejoining 
Montgomery Ward & Co., Chicago, 
as softline retail advertising man- 
ager. He succeeds Herman G. Fab- 
ian, who has been appointed re- 
gional merchandise manager for 
the Detroit region. Mr. McNamara 
first joined Ward in 1929 and 
served in various capacities until 
1950, when he left to join Butler 
Bros. 


Stroh Buys ‘Crunch & Des’ 

Stroh Brewery Co., Detroit, has 
bought the latest NBC Film Divi- 
sion show, “Crunch & Des,” for 
| presentation in 17 Michigan, Ohio 
‘and Indiana markets. Zimmer, 
Keller & Calvert is the agency. The 
| series is now sold in 85 markets. 


WATERLESS DECAL SIGN 
by A\MERICAN MDECAL 


sc ADHESION q 
WINDOWS — 


At last! A “pressure sensitive’ decal sign that 


is applied in seconds without 


water — yet 


adheres with the same permanence and dur- 


ability of a standard decal sign. . . 
first trying PRESTO-CALS report, 


love them!" 


advertisers 
“Our salesmen 


Extra heavy duty for outside weather and wear .. 
does not interfere with window washing! After set- 
ting (approx. 24 hrs.), the PRESTO-CAL can not be 


easily removed by children, storekeepers or com- 
petitive salesmen os ordinary paper ‘pressure 


sensitives"’. 


SAMPLES 
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= Write for F x E é 


AND 


ON YOUR LETTERHEAD, PLEASE. 


+ Mfg. plants: Chicago - Cleveland 
Offices in all principal cities 
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Stouffer’s Own 
Frozen Foods 
Bow in Chicago 


Cuicaco, Feb. 29—Stouffer’s 
restaurant chain, which has head- 
quarters in Cleveland and restau- 
rants in six other metropolitan 
areas, this week began distribu- 
tion of its frozen-food line here. 

The frozen foods already are in 
distribution in Cleveland, Detroit 
and Pittsburgh, and, soon after 
the start here, distribution will 
begin in the Philadelphia, New 
York and Minneapolis areas, in 
that order. 

Distribution and promotion here 
(via Calkins & Holden) will fol- 
low the patiern it has followed in 
cities where it already has accep- 
tance. The frozen-food packages 
are being sold in the chain’s res- 
taurants here, and distribution to 
chain and independent food stores 
starts this week. Once distribution 
has been completed, advertising 
will begin. 


s A full-color newspaper ad plus 
radio and tv announcements will 
be used for the kick-off, to be de- 
termined after the distribution 
picture shapes up. 

Advertising and promotion will 
emphasize. the fact that the Stouf- 
fer line differs from other frozen- 
food selections. The packaged 
cooked foods are made from re- 
cipes used in Stouffer restaurants. 
The line is slightly higher priced 
but the type of dinner will be of 
“better quality,” Stouffer officials 
said. 

About 11 kinds of frozen food 
will be introduced initially in the 
Chicago area, with an eye on the 
Lenten season. These are:- Maca- 
roni and cheese, lobster a la New- 
burgh, tuna noodle _ casserole, 
Welsh rarebit, salmon loaf, po- 
tatoes au gratin, spinach souffle, 
potatoes hashed in cream, pine- 
apple skillet cake, cherry cobbler 
and apple cobbler. 


s The Stouffer frozen-food pack- 
age has been re-designed by Lip- 
pincott & Margulies with a color- 
ful kitchen-utensil pattern de- 
signed to catch the housewife’s 
eye. There is no need to take the 
food out for preparation; it can 
be prepared right in the package, 
which is an aluminum utensil in 
its own right. 

Wallace Blankenship, manager 
of Stouffer’s frozen food division, 
said that the company hopes even- 
tualiy to reach national distribu- 
tion. At that time, he said, national 
advertising will be used. 


s He said Stouffer’s began pack- 
aging its food a number of years 
ago when patrons of its restaurant 
in Shaker Heights, a suburb of 
Cleveland, began to ask if they 
could buy the foods they ate at 
the restaurant to take home. About 
seven years ago, he said, the food 
was first put in frozen packages 
and the restaurant sold about 
$500,000 worth a month. Shortly 
thereafter a supermarket in a 
nearby shopping center asked to 
be allowed to place the food on 
its shelves. 

From then on, the sideline busi- 
ness grew until Stouffer’s was 
forced to buy its own plant two 
years ago. This plant will be ex- 
panded to 70,000 sq. ft. in the near 
future, Mr. Blankenship said. 

He said the plant will be ship- 
ping out about 100,000 packages a 
day by the middle of next April. 


Hartman Names Wasserman 
Burton Wasserman has been 
named director of research of 
George H. Hartman Co., Chicago, 
and will direct the company’s re- 
search and marketing planning. 
He formerly was media and re- 
search account manager of Mc- 
Cann-Erickson, Chicago. 


Pf 
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Allen Kilgallen Daly 


SPONSOR STUMPS PANEL—AIl sponsor jokes aside, Dorothy Kilgallen, 

Arlene Francis, Fred Allen and Bennett Cerf, panel members of 

“What’s My Line” (CBS-TV), were completely baffled as to the 

“line” of their sponsor, Dr. Jules Montenier, when he appeared as 

a contestant on the show, which is alternately sponsored by Stop- 

ette. John Daly, moderator, enjoys the surprise of the panel when 
they learn the identity of the “mystery guest.” 


Francis Montenier Cerf 


Madison Ave. Conundrum: What Advertiser 
Complained to Justice Dept. About TV Nets? 


(Continued from Page 1) found the going more rugged when 
keep CBS from dispossessing “The | she was shifted to accommodate 
Web” in favor of an R. J. Reynolds| P&G in the 1953-54 season. These 
Co, telecast? were the same P&G shows that 

later caused an advertising shuffle 
= Was it Liggett & Myers, Gold| at CBS. 
Seal, GE, Pall Mall, American! If you have been in the television 
Home Products, Bendix or Geritol? | business for a while, you can prob- 
These were the advertisers most | ably think of other instances where 
directly affected last spring by | advertisers have been made un- 
Columbia’s decision to move its | happy by life in the seller’s market. 
7:30 p.m., EST, strip back 15 min-| 
utes to fit shows with more kid ap- = Many of these examples of dis- 
peal into the early evening lineup.| placed or disgruntled advertisers 
Was it Longines-Wittnauer | do not represent the sort of griev- 
Watch Co., which last spring was | ance the Justice Department is said 
told that the 11 p.m., EST, time for to be looking into. However, most 
“Chronoscope” would not be avail-| of the situations were annoying 
able after May 1? CBS said the | enough to the principals to make 
show featuring newsmen inter-| them want to complain some place. 
viewing a top figure of the day was; jt appears that the department 
dropped because of poor station |i; primarily concerned with com- 
clearance. plaints that indicate advertisers 
Before this telecast left the air, | have to buy programs owned or 
it was the subject of a struggle over controlled by the networks in order 
program control. Clark H. Getts to get a good time spot. Whether 
Inc. has a suit pending in New the department has any legal inter- 


val 
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Schlitz Signs Toigo 
and Three-Man Team 


(Continued from Page 1) | Toigo solicited Schlitz. 


pointments, Schlitz noted that : 
John Toigo “is most widely known | ® No one was more bewildered by 
for his ability to develop inte- this sudden turn of events than the 
grated advertising and _ selling management at Schlitz. But not for 
plans for total market develop-| long: In the mood, as one observer 
ment.” |at the time put it, “for a little sta- 

The personnel additions will| bility,” the nation’s top-selling 
have no bearing on the appoint- brewer put its advertising in the 
ment of J. Walter Thompson Co. hands of the nation’s largest ad- 
as Schlitz’ agency (which also vertising agency, J. Walter Thomp- 
takes effect today), according to | Son Co. Thompson had pitched the 
Erwin C. Uihlein, president of the | account, along with other agencies, 


York Supreme Court charging CBS | 
with appropriating the property. 
Mr. Getts, a producer and talent 
representative, sees this as a test 
case on whether the network has a 
right to “monopolize” the air 
waves. 


= Was it somebody who was left 
out when Arthur Godfrey’s morn- 
ing simulcast was cut in July, 1954, 
to fit in two Procter & Gamble 
daily shows which Columbia lured 
away from NBC? 

Was it Stokely-Van Camp and 
Rit who stood by Garry Moore 
*way back in 1952 when CBS tried 
to force the crew-cut comedian to 
change his informal, casual telecast 
for what he called a “gimmick” 
show? Garry and his two remain- 
ing backers won this battle and he 
soon started regaining sponsor sup- 
port. The show, as Mr. Moore pre- 
ferred it, still is doing well as an 
advertising vehicle. 

Was it Hazel Bishop Inc.? This 
company, through its agency head 
and board chairman, Raymond 
Spector, bombarded NBC with 
pleas and threats in an effort to 
force changes in the 1954-55 spec- 
taculars which proved to be a poor 
investment for the cosmetics com- 
pany. 

Mr. Spector later branded NBC 
as “brazen, arrogant and arbitrary” 
and threatened to sue the network 
for breach of contract in another 
hassle. He charged that the net- 
work sold a Sunday night time spot 
to American Tobacco Co. after 
promising the spot to him. 


® Was it Schick, Nescafe or Sheaf- 
fer, who were left in tv limbo 
temporarily last year when Colum- 
bia’s Mr. Saturday Night, Jackie 
Gleason, decided to work for 
Buick? 

Or was it one of Kate Smith’s 


backers? This veteran did well in 
the 4 p.m., EST, NBC spot, but 


est in advertisers who are dispos- 
sessed to make room for a 
network produced show is some- 
thing else. 

The department’s investigation 
seems to be aimed at finding out 
whether the control of time and 
talent by networks constitutes a 
monopoly. Several years ago in the 
case of another major entertain- 
ment industry, the Supreme Court 
decided that motion picture com- 
panies would have to take their 
choice of being producers or ex- 
hibitors; they could not be both. 

What happens if the same deci- 
sion is meted out to tv? Does it 
mean the end of the “magazine 
plan” programs with advertising 
inserts? Will advertisers and their 
agencies go back into program pro- 
duction in a big way as they did 
in the heyday of radio? Will there 
be a divorcement of the network’s 
production and exhibition func- 
tions, with separate companies set 
up for each? 


Stanley Adams Resigns as 
‘Daily News’ Ad Director 

Stanley S. Adams has resigned 
as advertising director of the Chi- 
cago Daily News, a position he has 
held the last two years. 

Arthur Hall, general manager of 
the newspaper, told ADVERTISING 
Ace that a successor will not be 
named for the present. Arnold Tor- 
sell, assistant advertising director, 
will act as coordinator between the 
retail, classified and national ad- 
vertising departments, Mr. Hall 
said. 


Magna Tool to Brooke, Smith 


Magna Engineering Corp., Menlo 
Park, Cal., has appointed Brooke, 
Smith, French & Dorrance, San 
Francisco, to handle advertising 
for its Shopsmith and Magna pow- 
er tools. N. W. Ayer & Son, San 

Francisco, formerly handled. 


brewery. 

Mr. Uihlein also announced that 
the company contemplates no basic 
changes in its advertising at the) 
present time. However, Schlitz) 
this week did announce its return 
to network radio, after an ab- 
sence of several years. Starting | 
April 2 it will sponsor the morning | 
program “Arthur Godfrey Time” | 
on a multi-weekly basis. Mr. Uih- | 
lein said that Schlitz was “very 
happy” to announce that Godfrey 
was going to work for Schlitz on 
216 CBS radio stations. 


= George Reeves, yp and manager 
of J. Walter Thompson’s Chicago 
office, told AA that the agency 
knew nothing about the appoint- 
ment of Mr. Toigo and his asso- 
ciates until it was notified of the 
additions to the Schlitz organiza- 
tion on Tuesday. 

He said the announcement came 
as “unexpected—but good” news, 
and that he had written Mr. Uih- 
lein saying that “experienced men 
of this caliber will bring added 
strength to the Schlitz team.” 


# In joining Schlitz John Toigo 
closes one of the final chapters on 
what was certainly the most bi- 
zarre account-switch story in many 
years. 

It all started right after Christ- 
mas, when Schlitz announced that | 
it had appointed Biow-Beirn- | 
Toigo as its agency (replacing | 
Lennen & Newell) effective March | 
1. The switch was attributed to a/| 
long-standing admiration of the 
Uihleins for John Toigo and the) 
gentle, high-style copy he had 
been turning out for the Pepsi- 
Cola account. 

Less than a month later Milton 
Biow issued the surprising an- 
nouncement that his agency was 
resigning the Schlitz account be- 
fore it even came into the shop, 
and gave as one of the reasons for 
the resignation the assertion that 
John Toigo had solicited the ac- 
count without Mr. Biow’s knowl- 
edge. This action was made neces- 
sary “as a matter of principle,” he 
said, because the Biow agency had 
a beer account in the shop—Jacob 
Ruppert Brewery—at the time Mr. 


A. C. FLETCHER, vp in charge of 
central division sales of Four 
Roses Distillers Co., has been 
named vp in charge of national 
sales, a new position. He will di- 
rect all marketing functions relat- 
ing to the Four Roses label. He} 
joined the company in 1933 and 


was elected a vp in 1953. 


back in November, but had 
scratched Schlitz off its prospect 
list when Biow was appointed. 
But following Biow’s spectacular 
resignation of the account a quick 
phone call to Erwin Uihlein by 
JWT President Norman Strouse 


Kelley Joins Thompson 

J. Walter Thompson Co. an- 
nounced today that James T. 
Kelley, who has been supervis- 
ing tv activities of the Schlitz 
account at Lennen & Newell, 
has joined JWT in the same ca- 
pacity. He will headquarter in 
Milwaukee. 


led to a conference between 
Strouse, Schlitz brass and George 
Reeves. The discussion was brief, 
and by noon of the same day 
Thompson had the account—and it 
took over from Lennen & Newell 
today. 


@ Louis Berger, who had been a 
D’Arcy account executive when 
Mr. Toigo was in charge of crea- 
tive work on the Pepsi-Cola ac- 
count, joined the Biow agency in 
July, 1951. In February, 1955, he 


|}was named vp and director of 


marketing for Biow, a post he held 
until the Biow-Toigo split. 

Richard C. Steenberg joined the 
Biow agency as administrative as- 
sistant to Mr. Toigo in June of 
1955. Previously he had been as- 
sistant to the president of Mc- 
Carthy Enterprises, Houston, and 
with Kolisman Electro-Chemical 
Corp., where he was an adminis- 
trative assistant. He also has been 
active in motion picture produc- 
tion and television packaging. 

Robert F. Branch is described as 
having been with Biow “about a 
year,” and like Mr. Berger worked 
in the research and marketing 
area. Mr. Branch had worked for 
D’Arcy, and earlier with Lord & 
Thomas and Batten, Barton, Dur- 
stine & Osborn. 


@ In 1946 he organized his own 
agency in New York, with an in- 
itial capital, he told AA, of $25,000, 
and in July, 1947, acquired the St. 
Regis Paper account. 

In the fall of 1948, the paper 
company reduced its, advertising 
expenditure drastically, and by 
April, 1949, the Branch agency was 
some $160,000 in debt. About $75,- 
000 was due ito the St. Regis ac- 
count, and was owed largely to 
Business Week, Fortune, News- 
week and Time for unpaid space 
used in an institutional advertis- 
ing campaign for St. Regis. 

At this point the Branch agency 
had two offices in New York and 
one in Chicago; St. Regis’ tentative 
budget of $1,500,000 made it the 
leading account of the agency. 
When the paper company cut its 
expenditures in half, Mr. Branch 
told AA he had made arrange- 
ments to clear up the debts, and 
he seemed likely to keep St. Regis 
as an account. 

In April, 1949, however, the com- 
pany drew up a list of agencies 
and solicitations began, culminat- 
ing in the appointment of Albert 
Frank-Guenther Law as the St. 
Regis agency. The Branch agency 
closed in New York in April, 1950. 
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it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, photo engravings 
and printing...all under one roof to save you time and 
money. You make just one contact—why triple your 


work? One call does it all... phone Whitehall 4-2300 


a t h 0 rn CORPORATION 


) N. Dearborn St., Chicago 10, illinois | theming 


PRINTING 


‘Lucy’ Returns to 
Top Nielsen Spot 


Curcaco, Feb. 28—“I Love Lucy” | 


|is back in first place in the latest 


| Nielsen television rating. The rat-| 


ing covers the two weeks ended 
| Feb. 4. 

“$64,000 Question” is in second 
place, and “Lucy” has regained the 
queenly position she held for so 
long until last summer, when she 
went on vacation. That was when 
“$64,000 Question” took over the 
No. 1 spot—and held it even after 
the “regulars” returned in the fall. 

“Lucy” up to now had not been 
able to regain that top position 
| with Nielsen—or any of the other 
|ratings—since her return to tele- 
|vision in the fall. She came in at 
fifth place in the Oct. 8 ratings and 
has alternated in second and third 
spot (with the Ed Sullivan show) 
ever since. 


® None of the other tv ratings 
received to date by AA has re- 
|turned “Lucy” to her once-exalted 
domain. A glance at the two tele- 
vision ratings running with Niel- 
sen in the adjoining columns shows 
that Pulse for the month of Jan- 
uary places “Lucy” fourth and 
|ARBs for the Feb. 1-7 week puts 
her in third place. 

“Lucy” first showed up in Niel- 
sen ratings for the period of the 
two weeks ending Oct. 27, 1951, in 
10th place. She then disappeared 
and reappeared in the two weeks 
ending Jan. 26, 1952, in fifth place. 
In the two weeks ending Feb. 23, 
1952, she showed up in No. 1 spot 
for the first time and stayed there 
until the show’s hiatus that sum- 
mer. 
| The following fall (two weeks 
}ending Sept. 27, 1952) she returned 
to first place and remained there 
until the following summer, when 
she took another break. Back again 
with the ratings for the two weeks 
ending Oct. 10, 1953, “Lucy” once 
‘again got top billing—and stayed 
‘on top until the following sum- 
mer’s break. 


|@ This time, when “Lucy” reap- 
|peared in the ratings ending Oct. 


Service Company, New Orleans. 


Fifty Million 
from an investment of 


$400,000 


NEW ORLEANS, La., Feb. 13—At a conference today, Carl 
Mabry, President of MPA Film Production Studios in New 
Orleans, stated that the recent theatre study of Sindlinger & Co. 
reveals that theatre audiences double during the summer 
months mainly from the opening of Drive-In theatres. He went 
on to say that for $400,000.00 including the cost of one-minute 
film commercials in natural color, a national advertiser can now 
demonstrate before and talk to a captive motion picture theatre 
audience of 50,000,000 people per week of which approximately 
one-half are family-groups found in Drive-In theatres. He stated 
that Drive-In theatres are not only favorite places of amuse- 
ment for family-groups, but are food and drink points of pur- 
chase where the volume of sales run into the millions each week. 


Any Agency, Mabry points out, can move quickly to control 
use of natural color film commercials in motion picture theatres 
this summer. MPA Film Production Studios in New Orleans 
are fully equipped to produce any type of natural color films. 
Showings can be scheduled coast to coast or sectionally. MPA, 
New Orleans, said Mabry, invites inquiries from Agencies on 
the basis that the first inquiry for each classification of product 
will be given preference. Address Motion Picture Advertising 
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Advertising Age, March 5, 1956 


National Nielsen Ratings of Top TV Shows 
Two Weeks Ending Feb. 4, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 | Love Lucy (General Foods, Procter & Gamble, CBS) «0.0.0.0... 18,638 
2 EI EE NS ne 17,936 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 17,164 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccccccereeceeeeeereees 16,462 
5 Sunday Spectacular (Participating, NBC) ..............cccsseeeeeneereeeeneeenenens 15,514 
6 Perry Como (Several sponsors, NBC) ..........:cccccsseseserseenneeeeeeerersnereeesennen 14,812 
7 You Bet Your Life (DeSoto-Plymouth, NBC) ............c:ccccessseseenseeereeeeenenenrens 14,426 
8 December Bride (General Foods, CBS) ................:ccsscscssesceenserereeeeeeeseteneneees 14,286 
9 Bregmat (ChasterGiel, BOBS) nc.ccsccc.cccesceseccncccaccecessoscvcsscererevncsssssesscnsenenencesens 14,145 
10 Se ny CD Cs GOD cccestesciniccsevsstcvetncnssensestitenrnctessactseencictats 13,233 
PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 1 Love Lucy (General Foods, Procter & Gamble, CBS) ............ccccccceseeeesenee 549 
2 I, a ae I aise cenrtictidenectnceornorevcornncennecinncesssninsiaas 53.2 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 50.6 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...............cccccccesseeneennenne 49.4 
5 Sunday Spectacular (Participating, NBC) ..........:..ccccccccssssessseeeeenenneennensenenne 45.5 
6 Perry Come (Several Spenser, MBC) ......02....cccccccscscsscecsccessccesvssccsesessonsessess 44.6 
7 ee Te Ce PN, GI a ccinrccsicicccsencccovecconcnniessterssenstonosuianisintent 42.4 
8 You Bet Your Life (DeSoto-Plymouth, NBC) ..........ccccccccssesceeceeseensnseenseeeeneene 42.2 
9 Crna GERIRUTEEE, BEIED onecccivcatnsnicesercssnntisacicetisncequestnsintasercnseniavensitctasetoons 41.1 
10 Ge Perey Gert GI GID cccceiccscictstieticcinictiensereciciinetictionennainiein 39.7 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 1 Love Lucy (General Foods, Procter & Gamble, CBS) .............cccccse 17,901 
2 ON ESS EEO Se Se eee ens ae 16,883 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 14,847 
4 You Bet Your Life (DeSoto-Plymouth, NBC) .........ccccccceseesseeneeeseeeseneenennnne 13,619 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ................cccccecceseseeseees 13,549 
6 December Bride (General Foods, CBS) ’ 
7 Dragnet (Chesterfield, NBC) .............c0ssersereeereeees 
8 The Millionaire (Colgate-Palmolive, CBS) 
9 Perry Como (Several sponsors, NBC) .............ccscccsseeseeseeesseeseeceeeeneenenenenee 
10 Ga imine Gaeee TIN GID cctstecccersintesniiareorcencnscecsisseremsessenevinnenavons 
PROGRAM POPULARITY* 
Homes 
Rank Program (%) 
1 I Love Lucy (General Foods, Procter & Gamble, CBS) .................cccceceeees 52.7 
2 SD Ge I, GD esvtcsctrcesecctncceeserntntapisnenistonmnnsescnsemecsaneetuins 50.0 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 43.7 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS)  ...........c:ccccescseeseesseneee 40.6 
5 December Bride (General Foods, CBS) ..................ccccceeeeseeerseeeneeeensnenteenneneree 40.0 
6 You Bet Your Life (DeSoto-Plymouth, NBC) .............:ccscsesnsesnseennesnenensene 39.9 
7 Grape CE entes GE, COED ce eccsnccecsccsvecitesccicsersensictiniitnmrnesnnsectsnncoestsiesananeonie — | 
8 The Millionaire (Colgate-Palmolive, CBS) .............cccssecsseeseereeeeesenenennnennnnncnnnes 36.8 
9 Perry Como (Several sponsors, NBC) ...........ccccccccceseeesserseeenseenseneneennenenennenens 36.6 
10 GE Theater (General Electric, CBS) 36.0 


*Homes reached by all or any part of the program, except for hanes viewing only one 


to five minutes. 
**Homes reached during the average minute of the program. 
tPercented ratings are based on tv homes within reach of station facilities and by each 


program. 


9, 1954, she was in first place, but}was in third place, with the 
she began to run into trouble. In| Academy Awards in first place, 
the ratings for the two weeks end- and General Foods’ Circus High- 
ing Dec. 11, 1954, she slipped to lights of 1955 in second. 
second place, with Jackie Gleason| Thereafter “Lucy” returned to 
in first. her No. 1 spot until hiatus. “$64,000 
Back in first place for the two Question” gained the top place 
weeks ending Dec. 25, 1954, she| vacated by “Lucy” in the ratings 
slipped to second in the two weeks | for the two weeks ending July 23. 
ending Jan. 8, 1955, with the Rose’! Besides “Lucy,” the only other 
Bowl game first, and to second|show to top “$64,000 Question” 
place in the ratings for the two | since it took over the top rung has 
weeks ending March 12, with Peter | been the Ed Sullivan show, which 
gained the No. 1 spot briefly—for 
In the April 9, 1955, ratings Lucy |two weeks ending Dec. 24, 1955. 


Hitch Your Sales to a Pony 
And Watch Him Pull for You 


What are you promoting . . . foods, dru tooth- 
paste, dairy products, candy? Whatever it ei. if it's 
a consumer item and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “Give-a-Pony’’ promotion. Free Ponies always 
ooo ae — a lead the sales promotion 
ts, too! You'll see here the 


ultimate in nore- traffic stimulation. 

We Furnish Everything! 

* dynamic, giant two color posters 

% window streamers and wire-hangers 

*% bag-stuffers and handbills 

* full and half page newspaper mats 

* entry blanks for six different types 
of successful contests 


Everyt ready except your own imprinting . done by you or Fashion Club. Entire 
yi - x .-- —_ x) country's 
ny is 


top- 
to the amount of interest you will create with 
any other prize. rx 1 ome Pavailable immediately. 


Get the rut story today... Fashion Club Shetland Pony Sales Co. 


te or phone 749 Rush St. ¢ Chicage 11, Ill. ¢ DEL. 17-7566 
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6 Advertising Age, March 5, 1956 
Network TV Ratings | ARB Network TV Ratings BofA Issues New Ice Cream 
Pulse In Presentation for Newspapers 
Cc. Week of Feb. 1-7 The Bureau of Advertising, 
American Newspaper Publishers 
January , 1956 | All figures copyright by American Research Bureau Assn., has Pec ew ps new presen- 
tation to help member papers get 
TOP TWENTY SHOWS | PROGRAM POPULARITY more ice cream linage. Called, 
Rank Program Rank Program Rating* “Make Mine Ice Cream All Year 
‘ 1 $64,000 Question (Revlon, CBS) cccssccssccssecssncsssseeseeeseseezeeeerseneessesen 1 $64,000 Question (Revion, CBS) ....csecsssssssssssssnnsssesinnssiueninnennneennn 57.0| Round,” the presentation is ad- 
. Ed Sullivan (Lincoln-Mercury Dealers, CBS) ......ccccoosssoscssunsessussneeennneennnee 2 —_ Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ....ccscvoo-sssnocssnsneennnee 54.9|dressed to local and regional ice 
‘ 3 Producer's Showcase (Ford, RCA Victor, NBC) 3 I Love Lucy (General Foods, Procter & Gamble, CBS) 0.0.0... 52.5 cream manufacturers 
4 . § Love Lucy (POG, General Foods, CBS) ............2-cccceccrssessassnesvssnesesseseesssseceses . You Bet Your Life (DeSoto-Plymouth, NBC) ...........ccssssssssussessssnureeennnnensnennnees 46.8| _ The presentation has been pte- 
? 5 Croucho Marx (DeSoto-Plymouth, NBC) my 5 Perry Como (Several sponsors, NBC) ...........scsessssssssesessesesesseseseeneesecees duced sO that individual papers 
. ) Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 33.5 6 December Bride (General Foods, CBS) 9 can fill in statistics about their 
i 2. “2 “pone 33.0 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........... 40.9 own markets and circulations. The 
; 8 Perry Como (Several sponsors, NBC) ............ 31.5 I've Got A Secret (Winston cigarets, CBS) booklet emphasizes the importance 
4 9 Dragnet (Liggett & Myers, NBC) ..........s-.scsscsescscecccsssssssssssvsssssceeseeeesenesensasesess 31.1| 2% Big Surprise (Speidel, Purex, NBC) ....ccccsosmsuu of year-’round advertising support 
5 10 = December Bride (General Foods, CBS) .........ccccccsssssssesseseesnes 30.2|'9 Godfrey's Talent Scouts (Lipton, Toni, CBS) for ice cream. 
ee eg | SLE ie eae 29.1 
12 George Gobel (Armour, Pet Milk, NBC) 28.9 TOTAL VIEWERS REACHED _Leedom Named Armco A.M. 
- ni Montgomery Theater (Johnson Wax, Schick, NBC) ..............cs0ssssesee 27.0 | Rank Program (000)** | Rae K. Leedom, former super- 
: a The Honey s—Jackie Gl SG REC 26.9 i i visor of advertising copy of Armco 
15 I've Got A Secret (R. J. Reynolds, CBS) ............ 26.6 : rats od nae eo past SAT pose Drainage & Distal Products inc., 
; 16 Burns & Allen (Carnation, Goodrich, CBS) ..scro:cmennnnntntnnnnanennnnn 26.5| 3 $64,000 Question (Revlon, CBS) occ ccecnneinnnnnnnnnnnnnnnnnnnn 44490|028 been named advertising man- 
| 7 ina a ..W.. Sart ee a 830| acer of Armco Steel Corp., Mid- 
, « 18 Studio One (Westingh CBS) 25.1. bones —s an pecrend peter eli-tarney- theron Hen agpeemaaee 41,060 | dietown, O. Mr. Leedom succeeds 
7 ” ‘read tan ahaa pened rage ea eee sinblaseuinnanaliasieans wi § Disneyland (Americen Motors, American Dairy, Derby Foods, ABC) ........ 40,370 H. V. Mercer who is retiring after 
‘ ¢ Lambert, NBC) .................... 25.1 6 You Bet Your Life (DeSoto-Plymouth, NBC) eh 
20 Four Star Playhouse (Singer, Bristol-Myers, CBS) .............ccscssseseseseneeeseeeeeee 24.7\ 7 Big Surprise (Speidel, Purex, NBC) 40 years with the company. At the 
MULTI-WEEKLY 8 Games Gobel Fae oe Milk, Nac) ces eeeneeeseererereuceeecesseeeesessensasessenesesenes 7 same time, Edgar . Schellenbach, 
] 1 Mickey Mouse Club (Several sponsors, ABC) .......:cc:cesscsssessssesesneressssenveneners 18.9! 9 December Bride (General Foods, CBS) formerly supervisor of Armco Steel 
3 —_ SY pers 11.6] 10 Dragnet (Chesterfield, NBC) csceccsccssnccessncesoeneeneveeneninnenennen Corp. advertising copy, was pro- 
3 Love of Life (American Home Products, CBS) .... 1.1) : moted to supervisor of copy for 
4 Search for Tomorrow (P&G, CBS) 107) *Percentage of homes reached in markets where show appeared. both the parent company and 
S Big Payolf (Colgate-Palmolive, CBS) occcceccsscccesccescessnesvecesesesssesesesenes 10.6| "tal number of persons viewing program. Armco Drainage. 
6 News Caravan (Plymouth, Camel, NBC) 4 9.9 “ 
7 Art Linkletter’s Houseparty (Several sponsors, CBS) ..........cc.c-ccccessesesseveeseeee ?. sistant women’s editor of the 
8 Howdy Doody (Several sponsors, NBC) .............ccceccseceeeseenes ; |Chicago North Side Community LOOK WH AT 
9 Valiant Lady (Several sponsors, CBS) ; | Newspapers, has been named as- 
10 Arthur Godfrey Time (Several sponsors, CBS) ......... sie editor, succeeding Mr. $15.00 WILL ATV ae oe 
10 Bob Crosby (Several sponsors, CBS) ...ccccciooccsevooeeonssseenunneeeunneetennneeten —— BUY AT with ose 


for almost the same price 


as inanimate slides! 


The REED’S package Zoorms Up. Photo 
of girl pops on. “4 Delicious Flavors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS | 


CHICAGO ° NEW YORK 
1323 5. WABASH 341 W. 44th St. 


eae of homes tuned to the program in the areas where the program — Ketchum. MacLeod Names 3 
|Pitteburgh, has appointed Norton 
‘ oin orton 
OAAA Makes Statf Changes promotion department to operate T. Gretzler, Semmerty with NBC, 
Laurence Patrick Stanton, man- in conjunction with the promotion|a radio-tv producer. The agency 
ager of Outdoor Advertising Assn. and research department of OAI’s| also has advanced W. B. Kroske 
of America’s local business devel- |New York headquarters. \from a time buyer to a radio-tv 
opment department for the past| Ralph Glockler, formerly asso-| producer. David C. Allison, for- 
three years, is leaving the associa-| ciate editor of Association News,| merly industrial production editor 
tion to join the Chicago staff of OAAA’s official magazine, suc-|of Business Week, has joined 
Outdoor Advertising Inc., where | ceeds Mr. Stanton. Carole D. Lind-| Ketchum, MacLeod’s New York 

he will set up and manage a sales gren, for the past three years as- ‘office as an account executive. 
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We’re never too busy to help you solve 
electrotyping and mat problems. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 & 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats SERVICE 
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Some TV Practices Violate Anti-Trust 
Laws, Barnes Tells Senate Committee 


(Continued from Page 1) 


warning that network operations 
appear to violate the Supreme 
Court’s decisions in the motion 
picture cases (AA, Feb. 27). 

Under questioning of Mr. Cox 
last week, FCC officials said the 
Plotkin report is being considered 
as part of the comprehensive 
study of tv operations which is to 
be completed in June, 1957. In the 
course of this questioning, Mr. Cox 
charged that existing “must buy” 
policies appear to be “in illegal 
restraint of trade.” 


s Judge Barnes explained today 
that FCC and Justice exercise con- 
current jurisdiction over anti-trust 
offenses in the broadcast field. He 
said Justice takes the position that 
network affiliation problems are 
better handled by FCC than by 
anti-trust litigation. 

Asked to comment on the peti- 
tion of the Plotkin report which 
advocates complete repeal of 
FCC’s network rules, he said it 
would be inappropriate for Justice 
to take a stand while FCC is study- 
ing the problem. He said Justice 
stands ready to advise or assist the 
commission at any time. 


a Mr. Cox wanted to know wheth- 
er he regarded option time con- 
tracts as a form of block booking. 
Here Judge Barnes answered: “I 
am not prepared to say that a con- 
tract giving a network option on 
station time is, standing alone, a 
violation of the anti-trust law.” 

But when Mr. Cox asked about 
“must buy,” the anti-trust chief 
stated flatly that he regarded this 
policy as a violation of the law. He 
said his staff “recognizes it as a 
problem,” but he does not recall 
any specific complaints at the 
present time. 

This was his second appearance 
in two days before congressional 
committees studying tv problems. 
Yesterday he told a House judici- 
ary subcommittee his staff is seek- 
ing to determine whether pressure 
was applied to induce Westing- 
house to swap its radio and tv 
properties. 


® Relationships of FCC and Jus- 
tice in the anti-trust field were 
carefully explored by the House 
group after Rep. Emanuel Celler 
(D., N. Y.) produced a copy of a 
letter from Judge Barnes to FCC, 
dated Dec. 27, 1955, warning that 
Justice feared the NBC-Westing- 
house swap involved “unduly re- 
strictive” results. Rep. Celler 
pointed out that FCC announced 
approval of the deal, without hear- 
ings, on Dec. 28. 

Despite intensive questioning, 
Judge Barnes insisted FCC should 
not be criticized. “I had access to 
information they did not have,” he 
said. “I considered it my duty to 
inform them of our position, but 
I could not tell them what to do 
because I still was not sure of the 
authenticity of the information in 
my hands.” 


s As the House subcommittee 
opened its hearings yesterday, Rep. 
Celler explained his investigation 
of FCC is part of a general study 
to determine whether regulatory 
agencies are respecting the policies 
spelled out by Congress in the 
anti-trust laws. Initially he is 
studying airline regulations, with 
tv scheduled for the second half of 
March. 

He said his committee will want 
to find out whether there is un- 
due concentration of control in tv; 
whether certain competitive prac- 
tices of the networks are compat- 
ible with the anti-trust laws and 
the public interest; whether there 
is undue preemption of network 


time by certain advertising con- 
cerns, and whether the FCC has 
exercised its regulatory authority 
consistent with the purposes of the 
anti-trust laws. 


® Before the Senate commerce 
committee today, Judge Barnes 
warned that the anti-trust division 
intends to be alert “to prevent a 
recurrence in the broadcasting 
branch of the entertainment in- 
dustry of those practices which 
gave rise to the Paramount case 
in the movie branch.” 

He said anti-trust division al- 
jready has under inquiry charges 
|that feature films are being li- 
censed under arrangements where 
exhibitors who desire only the 
good pictures are compelled to 
take the bad as well. 

In a reference to the costly pri- 
vate litigation which followed the 
Supreme Court decision in the mo- 
tion picture industry, he added: 
“I am sure that the broadcasting 
industry itself will join us in our 
efforts to prevent repetition in 
their industry of the litigation that 
has faced the motion picture busi- 
ness.” 


# In his review of Justice’s ef- 
forts to help tv, he said he rec- 
ognizes that paucity of good pro- 
gramming material is a chief factor 
inhibiting the successful operation 
of new stations. He cited anti-trust 
cases in the football and boxing 
business as steps taken to free pro- 
gramming material for tv. He also 
mentioned the Lorain Journal and 
Kansas City Star cases as instances 
where the department fought to 
protect broadcasting stations from 
newspapers which tried to hinder 
their efforts to obtain sponsors. 

On the question of forced sale of 
network owned or controlled pro- 
grams, he said: “The charge is 
made that this is particularly the 
case in connection with prime 
time: i.e., between 7:30 p.m. and 
10:30 p.m. in the evening. 

“You will recall that the Su- 
preme Court in the Paramount 
case required that control over the 
exhibition of motion pictures be 
divorced from their production and 
distribution. 


s “We believe that if a similar sit- 
uation is to be avoided in the tele- 
casting industry the networks must 
not condition access to the airways 
on use by the advertiser of a net- 
work-owned program, providing, 
of course, that the sponsor has a 
program which meets reasonable 
standards of merit in the public 
interest.” 

He continued: “Just as a pat- 
entee may not extend the exclu- 
sive privilege granted to him by 
Congress so as to control competi- 
tion beyond the scope of the pat- 
ented invention, so _ telecasters 
must be careful to avoid seeking 
to use their broadcasting privilege 
to control commerce in an area 
beyond the scope of their license.” 


FCC PLANS TO PROBE 
ENTIRE TV INDUSTRY 
WASHINGTON, Feb. 29—The head 
of the special group assembled by 
the Federal Communications Com- 
mission to study network opera- 
tions made it clear today that 
networks are only the starting 
point for a comprehensive review 
of all facets of the tv industry. 
Under questioning by members 
of the House appropriations com- 
mittee, Roscoe L. Barrow, chief of 
the investigating staff, said, “The 
network as an instrument in itself 
has no particular significance to 
us; it is the effect it has on broad- 
casting to the people—the effect 


Even a Child Can Understand 


ADVERTISING IS R FORCE—A 
“THAT AFFECTS OvR. 
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INTANGIBLE?—This cartoon, in honor of Advertising Week, appeared 
in the Feb. 20 issue of the Record, Stockton, Cal. 


ponents of the industry.” 

He said his staff proposes to 
start with an economic study of 
the networks and then move to 
all the components of the industry. 


vertising agencies, film producers 


and every other component that 
contributes to it,” Mr. Barrow said. 

“We have in mind the opportu- 
nity for competition between net- 
works—why it is that we have 


such a small number, why in re- | 


cent years no new ones have en- 
tered the field, and so on. 

“What are the opportunities for 
|sources other than networks to 
| contribute to programming, so that 
you can get a better programming 
service generally? And _ should 
there be changes in the working 
| relationships between networks 
|and their affiliated stations? These 
are basic focal areas.” 

The investigation is to be com- 
|pleted by June 30, 1957. 


| Diners’ Club Lures 
Members with Tasty 
Basketball Game 


CrncrnnatTI, Feb. 29—The Diners’ 
Club is planning to make gour- 
mets out of basketball fans here. 
| The technique is very simple: 
|Diners’ Club members only will 
| be able to get in to see the exclu- 
|sive closed circuit telecast of the 
|March 3 Dayton U.-Cincinnati U. 
basketball game at the Taft Audi- 
torium in Cincinnati. The telecast 
will be over the theater-size tv 
screens of Sheraton Closed Circuit 
TV, a subsidiary of the hotel chain. 
The auditorium will hold 5,000 
spectators. 


ws The basketball match is one in 
which interest here is very high. 
| Tickets to the game, to be held 
in Dayton, have been sold out for 
weeks and only 50 tickets are 
available to Cincinnati fans. No 
other telecast of the game will be 
given. 

So, Cincinnati basketball fans 
have only one chance to see their 
favorite team in the hottest game 
|of the season: Turn gourmet and 
get in to see it by flashing their 


on advertising and all the com-Diners’ Club card. 


® “That would include the ad-| 


and distributors, talent agencies, | 


| Testement Is Named 
New Ad Manager of 


Grove Laboratories 


Str. Louis, Feb. 27—Grove Lab- 
‘oratories, drugs and toiletries 
manufacturer, has appointed R. W.| 
Testement advertising manager.) 
Mr. Testement formerly was an 
}account executive of Byer & Bow- 
man Advertising Agency, Colum- 


bus, O. 
Grove’s last advertising man-)| 
ager, before a recent reorganizs-| 


tion of its marketing setup, was) 


R. J. Piggott, who resigned more 
than a year ago. Mr. Piggott is 
now advertising manager of the 
grocery products division of Ral- 
ston Purina Co. here. 


= Grove also has appointed James 
F. Blair, formerly sales vp of La 
Premiata Macaroni Corp., as mer- 
chandising manager. Under the 
new executive alignment, adver- 
tising, merchandising and sales of 
all Grove and subsidiary company 
brands will be handled by Mr. 
Testement, Mr. Blair and L. A. 
Sauers, sales manager. 

All three men will work under 
the supervision of Gene K. Foss, 
vp in charge of sales, who has 
been named a director of the com- 
pany. 


Singer Names Smith, Hagel 
M. Singer & Sons, New York, 
furniture manufacturer, has ap- 
pointed Smith, Hagel & Knudsen, 
New York, to handle its advertis- 
ing. A.P.G. Associates is the pre- 


vious agency. 


* 
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N. Y. Central Tries 


Market Research, § 


PR Ad Program 


(Continued from Page 1) 
new post will involve duties sim- 
ilar to those entailed in other as- 
pects of the market research field. 
“It differs only in that we are 
dealing with a wholesale operation 
rather than a retail setup,” he told 
AA. 


s “It’s a broad assignment, and 
because it is new, it’s a growth 
operation. I couldn’t tell you what 
the department will look like a 
year from now. I’m here all alone 
now, but we are about ready to 
start hiring,” he explained. 

Outlining the many duties of his 
fledgling department, Mr. Boylan 
said, “Part of our job will be to de- 
termine the needs of the shipping 
public and then determine the 
adequacies or inadequacies of our 
service in filling those needs... 
We will forecast trends and sales, 
study all economic factors influ- 
encing our business, make recom- 
mendations. ; 

“We'll make statistical studies; 
keep daily, weekly, monthly and 
annual records of performance; 
prepare and present charts and 
graphs for sales meetings. 

“And then there are several oth- 
er things we can’t talk about yet 
without letting the cat out of the 
bag,” he said. 


® Coincident with the unveiling of 
its reorganization plan, the rail- 
road launched the first of a series 
of “Progress Reports to an Amer- 
ica on the Move.” The plan is to 
explain “what the railroad has 
done, is doing and will be doing to 
keep ahead of the demands for 
modern transportation.” 

Such ads will tell about the “ex- 
citing things going on behind the 
scenes at the N. Y. Central”—like 
use of the electron microscope, a 
$350,000 research laboratory, the 
“Train X” concept, the Centronic 


| Space Man, and “other elements of 


the new world of railroading.” 

The series will run about once 
a month in approximately 80 
newspapers in 44 of the cities 
served by the railroad, 30 of which 
are in Westchester County, N. Y. 
The same ads will also run in 
Editor & Publisher and Broadcast- 
ing-Telecasting. Commercial time 
on the Central’s regular radio and 
tv shows also will be devoted to 
the progress reports. 

J. Walter Thompson Co. is han- 
dling the campaign. 


Dodge Names Jack Minor, 
Wendell Moore to New Posts 


The Dodge division of Chrys- 
ler Corp., Detroit, has promoted 
Jack W. Minor to general sales 
manager of Dodge passenger cars 
and trucks. Mr. Minor has been 
sales manager of advertising and 
merchandising since September, 
1955, and for the two previous 
years had been director of adver- 
tising and merchandising. Until re- 
cently Byron J. Nichols, Dodge vp 
of sales, had been vp and general 
sales manager. For the present 
time, Mr. Minor’s previous post 
will not be filled. 

Wendell D. Moore, who has been 
Dodge advertising manager since 
January, 1955, has been named 
assistant sales manager-advertising 
and sales promotion. Prior to join- 
ing Dodge, he was media director 
of Grant Advertising (Dodge’s 
agency). 


Ayer Resigns Champ Hats 

N. W. Ayer & Son has resigned 
the advertising account of Champ 
Hats Inc., Philadelphia. Champ 
does not expect to name a new 
agency “for two or three weeks.” 
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‘Milwaukee Journal’ 
Crusades for Clean, 
More Effective Ads 


MILWAUKEE, March 1—The Mil- 
waukee Journal today launched a 
two-pronged effort to improve the 
effectiveness of advertising by (1) 
offering its advertisers improved 
and expanded facilities, and (2) by 
making it clear that it will do 
everything in its power to pre- 
vent bait and other misleading ad- 
vertising from seeing the light of 
day. 

At luncheons today and tomor- 
row, some 750 local advertisers 
and agency men are being in- 
formed by Robert K. Drew, vp 
and advertising manager of the 
paper, and his co-workers, that 
the Journal intends to head off 
growing complaints about false 
and misleading advertising. 

Pointing out that the Journal 
has always maintained high stand- 
ards and expects no lessening in 
these standards, Mr. Drew in- 
formed local advertisers that the 
paper has offered the Milwaukee 
Better Business Bureau a special 
contribution, above its regular 
membership fee, to step up its 
shopping service, and thus to make 
doubly sure that advertised claims 
are true claims. 


s To help advertisers develop the 
most from their advertising dol- 
lars, the luncheons also were 
advised of a free, six-session ad- 
vertising training course to be 
conducted by Clyde Bedell, retail 
advertising authority and ApDvErR- 
TIsING AGE columnist, and of a host 
of new and improved services for 
advertisers. 

An impressive 20-page news- 
paper-size brochure detailed “15 
new, expanded, exclusive services 
for Milwaukee Journal advertis- 
ers.” In addition to newly enlarged 
and housed art and copy service 
departments, and greatly improved 
production and traffic facilities, 
the brochure spelled out editorial 
and advertising services of the 
Journal, its unusual color facilities, 
and its research and marketing 
aids. 

Most unusual of its advertiser 
services is a “plans board” opera- 
tion, described as “an individual 
advisory and consultation service 
composed of creative, sales, re- 
search and production department 
staffs.” Each board is drafted spe- 
cifically to discuss one account or 
objective, to analyze pertinent 
product and market data, review 
advertising and sales potentials, 
and ultimately make recommenda- 
tions. It is available to any adver- 
tiser or prospective advertiser 
when there seems “a real need” 
for it. 


es Another factor in the Journal’s 
effort to “improve advertising, to 
increase its believability, to multi- 
ply its impact and resultfulness,” 
was a 12-page folder reviewing the 
problems of unbelievable, mislead- 
ing and deceptive advertising. In 
this folder the paper reprinted ap- 
propriate state and city ordinances 
covering advertising, reviewed var- 
ious advertising codes, discussed 
its typographic rules and the rules 
of the Better Business Bureau, and 
reprinted basic Journal rules gov- 
erning advertising. It also included 
a list of “do’s and don’ts” for ad- 
vertisers. 


McGaughey Named to Board 

Emmett C. McGaughey, exec vp 
in charge of the Los Angeles of- 
fice of Erwin, Wasey & Co., has 
been elected a member of its board 
of directors and exec vp of the 
parent company. 


Colgate-Palmolive Moves 
Colgate-Palmolive Co., formerly 
in Jersey City, has moved to new 
offices in the Colgate-Palmolive 
Bldg., 300 Park Ave., New York. 


Last Minute News Flashes 


‘Bypass Union News,’ ‘RD’ Commercials Advise 


New York, March 2—Reader’s Digest is using 22-second radio spots 
on about 28 stations in Boston, Chicago, Cleveland, Detroit, New York, 
Philadelphia and Washington, D. C., on an experimental basis to steer 
its newsstand buyers around Union News Co. stands, which are not 
handling the magazine. The news company dropped 17 week.y and 
monthly magazines recently, including Reader’s Digest, which failed 
to give it increased commissions and allowances (AA, Jan. 30). 
Whether RD will continue its radio campaign has not been decided, 
AA was told. Batten, Barton, Durstine & Osborn is the agency. 


Grant Advertising Gets Texas Bank & Trust 


Datias, March 2—Texas Bank & Trust Co. has named Grant Adver- 
tising to handle its advertising account, estimated at $150,000 to $175,- 
000. The account formerly was handled by Ruthrauff & Ryan. 


Breck Enters TV to Promote Hair Set Mist 


SPRINGFIELD, Mass., March 2—John H. Breck Inc. has bought par- 
ticipations on “Film Festival” (ABC-TV) to introduce a new product, 
Hair Set Mist. Placed through H. B. Humphrey, Alley & Richards, this 
13-week schedule is the company’s first use of network tv. 


Wardley Leaves ‘Oil & Gas Journal’ for ‘BPD’ 


New York, March 2—Charles A. Wardley, for the past ten years 
eastern advertising manager of Oil & Gas Journal, Tulsa, has resigned, 
effective April 1, to become vp and eastern advertising manager of 
Buyers Purchasing Digest, Cleveland. 


KLM Drive Offers Wives Cut-Rate Europe Junkets 


New York, March 2—KLM Royal Dutch Airlines will break 540- 
line ads in 15 major cities on March 5 offering a “second honeymoon 
travel plan” whereby wives, as part of the family travel plan, can go 
to Europe in March, stay through Easter when the rates go up, and 
return any time during the “high season” at an average saving of $68. 
KLM’s fly-now-pay-later plan will apply. Charles W. Hoyt Co. is the 
agency. 


$1,500,000 Spring, Summer Drive Set for New Razor 


New York, March 2—American Safety Razor Corp. will spend a 
record $1,500,000 in a spring and summer campaign to introduce its 
new all-metal flat top $1 safety razor. Backbone of the promotion, 
which will also plug Gem razors, will be the company’s first entry 
into sports television as co-sponsor (along with Falstaff beer) of “The 
Game of the Week,” over CBS starting April 7. McCann-Erickson is 
the Gem agency. 


Flotill Products Names Biow: Other Late News 


® Flotill Products, Stockton, Cal., has named Biow Co. to handle its 
advertising. The packing company sells a wide range of products, in- 
cluding Tasti-Diet low calorie foods. The previous agency of record is 
Roy S. Durstine Inc. According to AA, Aug. 1, 1955, the company has 
had six agencies since 1952; Biow is the seventh. 


e Maurice B. Cossman, formerly director of advertising and sales pro- 
motion of Ekco Products Co., has been named assistant vp of house- 
wares sales and national sales manager of the Chicago division of 
Ekco. Jack E. Schlegel, formerly sales promotion manager for Ecko 
housewares, becomes advertising manager. 


e Fuller & Smith & Ross, New York, has resigned the Georgia-Pacific 
Plywood Co. account, effective the end of May. 


e Carlson Rules, Monrovia, Cal., a part of the Henry Disston division, 
H. K. Porter Co., has named St. Georges & Keyes, New York, to handle 
advertising for its line of steel rules and tapes for the hardware, build- 
ing and lumber trades. Geare-Marston Inc., Philadelphia, formerly 
handled the account. 


e Rae K. Leedom, formerly copy supervisor in the advertising depart- 
ment of Armco Drainage & Metal Products Inc., Middletown, O., has 
been named advertising manager of Armco Steel Corp. He succeeds 
H. V. Mercer, who is retiring after 40 years with the company. 


e Robert H. Rygg, director of point of purchase advertising for Theo. 
Hamm Brewing Co., has been named director of merchandising. He 
succeeds George J. Faust, who has been appointed manager of whole- 
sale sales. In other changes, Arthur R. Penfield, assistant advertising 
director for print and outdoor media, has been named to succeed Mr. 
Rygg, and Vince J. Lonergan, assistant advertising director for radio 
and tv, has been named director of media. 


e Revlon Products Corp., New York, this week introduced Clean & 
Clear, a new liquid cleanser, on “The $64,000 Question” (CBS-TV). 
Magazines and Sunday supplements also will be used to push the pro- 
duct, which is going national after a three-city test. C. J. LaRoche & 
Co. is the agency. Revlon, meanwhile, still is looking for a time spot 
for “The Most Beautiful Girl in the World,” having decided against 


taking over a CBS-TV spot for 26 weeks. 


‘Prairie Farmer’-WLS 


The film, produced by Prairie 
Farmer-WLS, was photographed 


Offer Color Movie 


Cuicaco, March 2—Prairie 
Farmer and WLS are promoting 
their fourth annual Farm Progress 
Show, a demonstration to be held 
near Greencastle, Ind., Sept. 27 
and 28, with a color movie. 

The first showing of the film 
was made yesterday and today to 
groups of Chicago advertisers and 
agency executives interested in 
farm markets. Next week it will 
be shown at similar luncheon 
meetings in New York and Phil- 
adelphia, and other principal ad 
centers will be covered later. 


by Theodore Shaw, with narra- 
tion by Bill Watson. It depicts 
scenes at the 1955 demonstration 
last September, when over 100,- 
000 attended the show on an IIli- 
nois farm. More than 200 producers 
of farm equipment, fertilizer, 
seeds, irrigating equipment, house- 
hold products and other farm sup- 
plies exhibited. 

Exhibit space is supplied as a 
bonus to advertisers in Prairie 
Farmer and WLS, and is avail- 
able to companies using a min- 
imum of 500 lines in the farm 
publication or equivalent time on 
the radio station. 


*. 


whe Marlboro 


i OGASET TC MGM MeL Mom 


TATTOO 1TOO?—This ad tells the 
trade that Marlboro filter cigarets 
have a “man-size flavor.” That is 
the reason, the copy says, for using 
men only (with tattoos) in its cur- 
rent campaign. The ad appears in 
Vend and College Store and eight 
food and drug store publications 
in March and April. 


‘Painless’ Tattoos 
Are Featured in New 


Marlboro Promotion 


(Continued from Page 1) 
Says. It then explains that the tat- 
too is “part of the personality of 
the Marlboro man...A man who 
now enjoys the best, but like so 
many Americans, came up the 
hard way.” 

The copy asserts that the tattoo 
is part of the Marlboro approach 
which has made it “the most 
talked-about cigaret in years” and 
the “filter that became a major 
brand in just nine months.” 

The new program will permit 
Americans who didn’t come up 
the hard way to resemble those 
who did. 

Leo Burnett Co., Chicago, is the 
Marlboro agency. 


ARTHUR GUPTILL 

New York, March 1—Arthur L. 
Guptill, 64, president of Watson- 
Guptill Publications and former 
free lance advertising artist and 
agency consultant, died yesterday 
after a long illness at his home in 
Stamford, Conn. 

Born in Gorham, Me., Mr. Gup- 
till was graduated in architecture 
from Pratt Institute, Brooklyn, in 
1912 and then studied at Massa- 
chusetts Institute of Technology. 

From 1916 to 1937, Mr. Gup- 
till was a free lance artist and an 
agency consultant. During part of 
this period—from 1919 to 1925— 
he also was a partner in Bearse & 
Guptill, architects. In addition, 
he was parttime art director at 
Reinhold Publishing Corp. and 
conducted for Pencil Points, one 
of its magazines, a column titled 
“Guptill’s Corner.” He also was 
art director of Gourmet. 

In 1937, with Ralph W. Rein- 
hold and Ernest W. Watson, Mr. 
Guptill founded Watson-Guptill 
Publications. He was its exec vp 
until 1951, when he became presi- 
dent. As director of publications 
for the company, he edited and 
published many art books and was 
co-editor of American Artist. 


e Mr. Guptill was founder and 
president of the Amateur Artists 
Assn. of America. He was the au- 
thor of numerous books which 
sold widely, notably, “Oil Paint- 
ing Step-by-Step,” “Home Study 
Course in Drawing and Painting,” 
and “Water-Color Painting Step- 
by-Step.” 

He taught at both Pratt Insti- 
tute and the Brooklyn Museum 
and was a member of the Art Di- 
rectors Club of New York and a 
fellow of the Royal Society of 
Arts, in England. 
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| Anderson, Clayton 


Expands Agency 
List, Food Setup 


Datias, March 2—As part of 
its expansion in the packaged 
foods field, Anderson, Clayton & 
Co. on March 15 will change the 
name of its Mrs. Tucker’s prod- 
ucts division, which it acquired 
in 1952, to the foods division of 
Anderson, Clayton & Co. The di- 
vision will take over distribution 
of all brand name products from 
Mrs. Tucker’s Foods Inc. 

Simultaneously, the company 
has appointed three new adver- 
tising agencies—D’Arcy Advertis- 
ing Co., McCann-Erickson, and 
Paris & Peart. They will work on 
the development and marketing of 
several new food products to be 
announced within the next few 
months. 

Crook Advertising Agency, Dal- 
las, where the company has its 
general office, will continue to 
handle Mrs. Tucker’s shortening, 
salad oil and Meadolake marga- 
rine. 

Anderson, Clayton & Co. is one 
of the world’s largest cotton brok- 
ers and an important processor of 
cottonseed and other edible oil 
products. Its '55 sales were about 
$750,000,000. In the past few years 
it has entered the consumer food 
field, not only in the U. S., but 
also in Brazil, Peru and Mexico. 


® The company distributes edible 
oil products in 20 midwestern and 
southwestern states. It operates 
two plants in Illinois, at Sherman 
and Jacksonville. 

No estimate of proposed adver- 
tising expenditures is available as 
yet, a company spokesman said, 
but substantial sums will be in- 
vested in the introduction and sus- 
tained promotion of the company’s 
new food products. 

Claude T. Fuqua Jr., who has 
been associated with the company 
for the past 15 years, will head 
the new foods division as presi- 
dent. 


WILLIAM O. BROWN 

PortsMoumTH, O., Feb. 28—Wil- 
liam O. ‘Brown, 79, died here last 
Thursday afier a long illness. He 
was president and business man- 
ager of the Youngstown Vindica- 
tor. He had been with the newspa- 
per for 54 years. 

Mr. Brown was born in Ports- 
mouth, O., on March 29, 1876, and 
came to Youngstown with his fam- 
ily as a boy. 

In 1902, Williarn F. Maag, owner 
of the Vindicator, invited him to 
join the newspaper. He entered the 
advertising department and soon 
made friends with many of the 
advertising agencies in the coun- 
try, whom he visited regularly. 

Mr. Brow was active as busi- 
ness manager up ‘until last year 
when he became ill. His son, Wil- 
liam J., took over his duties as 
assistant at that time. 


N. W. Ayer Holds 26th 
Annual Newspaper Contest 

N. W. Ayer & Son, Philadelphia, 
is holding its 26th annual newspa- 
per contest for English language 
dailies in the U.S., Alaska and 
Hawaii. The contest day will be 
chosen by lot, after the week has 
ended, from the week of March 5. 

The Ayer cup will be awarded 
to the newspaper judged best in 
typography, makeup and printing. 
First, second and third honorable 
mentions will be given in each of 
three classes: newspapers of more 
than 50,000 circulation, 10,000 to 
50,000, and less than 10,000. An 
honorable mention wil! also go to 
the best tabloid, regardless of cir- 
culation. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


EDITOR 

Chicago business magazine publisher seeks 
man for editorial staff to do feature writ- 
ing, photography, rewrite and field work. 
Profit sharing, free insurance. Write fully 
about your qualifications. Will negotiate 
salary with right man. 

Box 8236, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING OPPORTUNITY 
We have an attractive opening in our Ad- 
vertising Department, which handles a 
broad program in both consumer and in- 
dustrial advertising and promotion. We 
are looking for a college graduate whose 
background reflects demonstrated creative 
advertising and managerial ability. Ideal- 
ly, we would like to see about 3 - 5 years 
of quality experience. Our Springfield, 
Mass. location will appeal to you because 
of its excellent cultural and recreational 
facilities. Please send your complete re- 
sume including present salary and a sup- 
plementary letter telling us about your 
special abilities, achievements and long- 
range careet plans 

Box 8234, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


| 
| Are You Versatile 
Enough to Fill This 
Copy Writing Spot? 
CAN YOU promote intangibles... write 
institutional promotion ...develop hard- 
headed “sell” stories... plan sales aids? 
ARE YOU grounded in promotion copy... 
at home in radio and TV commercial copy 
experienced in direct mail and bro- 
chures...competent in publicity cam- 
paigns? WOULD YOU like to join one of 
America’s best-known publications... 
work with a creative staff on all types of 
advertising, sales promotion, and pubiic 
relations projects, national and local... 
grow into responsibilities that can be just 
as big as your ability to discharge them? 
GIVE US all the information necessary to 
show that you're the man for this spot, 
in your first letter or resume, including 
salary requirements. All replies will be 
kept confidential. Our staff knows of this 
advertisements. Box 8242, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 7-1991 Chicago 


JOB MARKET 
for 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 


MOLENE An 3 4424 
Bankers Bidg. Chicago 3. 


ARTIST - LAYOUT MAN 
Top-ranking Art Studio in Detroit has 
opening for Layout Man. We require a 
person with a fresh, contemporary ap- 
proach for quality accounts. In reply state 
age, educational, background and experi- 
ence. Diversified accounts offer exceilent 
opportunity. Box 8238, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN 
National monthly publication in business 
paper field. Exceilent opportunity for 
salesman in New York area. Industrial 


advertising experience helpful but not} 


necessary. Write complete details giving 
age, experience and education. 

Box 8241, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


| EXPERIENCED ADVERTISING MAN 
Man with 10-15 years experience in indus- 
| trial advertising department or agency to 
assist in planning and administering $1‘ 
million program for old, established as- 
sociation. Must be good writer and idea 
man, know production, understand lay- 
out, work with agency and management. 
Give complete information on age, educa- 
tion, experience and salary desired in let- 
ter. Box 8243, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 

OPPORTUNITY FOR YOUNG ARTIST 
| This is an exciting job with a big, boom- 
ing Midwestern firm. A good eye for lay- 
out and type plus ability to make paste- 
ups is essential. Tell us what you can do 
and what your salary requirements are. 

Box 8244, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BARNARD’S — NATIONWIDE 
CONFIDENTIAL LISTING 
Art Publ’g Research 
202 S. State Chicago 


Adv. 
| Wa 2-2306 


facturer background in industrial 


about yourself. 
200 E. Illinois St. 


Box 843 


TO A COPYWRITER 
WHO’S READY TO MOVE AHEAD 


You're ready for bigger things. You're doing a i 
somehow, your creative tools don’t get the action they're capable of. 

You're a man who likes to apply his ideas and imagination to things 
of an industrial nature. You get a lot of satisfaction in combining tech- 
nical know-how with words that sell. (If industrial chemicals are part 
of your know-how, so much the better). 

You're probably between 27 and 35, and have an agency or manu- 


You’re a team-man and capable of broadening your scope with a 
large Midwestern 4A Agency (not Chicago) that will really let you 
build the kind of future you want. If this is you, write us a letter 


ADVERTISING AGE 


ood job now, but 


copywriting. 


Chicago 11, Illinois 


COMMERCIAL ART SALESMAN 


One of Chicago's largest and best estab- 
lished art and photography studios has 
top opening for qualified salesman. Large 
staffed siudio gives complete service cover- 
ing every kind of art and photography, 
and delivers top-notch performance. More 
than liberal draw with high commissions 
All replies strictly confidential 
Box 833 ADVERTISING AGE 

200 East Illinois Si. Chicago 11, Hlinois 


DIVERSIFICATION 

An important, highly successful trade pa- 

r with tremendous growth opportunities 
6 available for purchase. Opportunity for 
consumer magazine publisher to take over 
a trade paper that enjoys great prestige 
and readership in the Home furnishings 
field it serves. Firm purchase price 
$300,000. All inquiries held in confidence. 
Principals only. For details write to Syd- 
ney M. Freed, Attorney, 11 Park Place, 
New York 7, New York 


PRODUCTION MANAGER 


Excellent opportunity with indus- 
trial advertising agency to head pro- 
duction department. Prefer man 
with agency production experience 
but would consider soumcens with 
similar experience in industrial firm. 
| Must have experience in buying en- 
| gravings, printing, etc., together 
with ability to expedite job in agen- 
| cy and with suppliers. Please give 
| full business and personal details, 
including salary. 


PAXSON —_ 
720 East Main Street 
Benton Harbor, Michigan 


| 
| 
| 


Further Qualifications: 
* Age 30 to 37 
* College Graduate or 


fications. 


steady growth. 


Box 840 
200 E. Illinois St. 


OWN A GRAY FLANNEL SUIT?.... 


... and the creative imagination, personality and plan- 
ning ability to effectively handle a program to increase 
consumer acceptance for our stores? If you do, you’re 
the individual we’re seeking to handle an executive spot 
as a Branch Advertising and Sales Promotion Manager. 


* 5 years’ or more effective advertising or sales 
promotion experience 
* Willingness to relocate 
Salary to $10,000 depending on experience and quali- 


We’re a major midwestern food chain widely recog- 
nized for highly progressive and stable management, 
outstanding personnel relations, excellent benefits and 


Replies, which will be held in strictest confidence, 
should cover complete experience, name of present em- 
ployer, present salary, age and other personal data. 


ADVERTISING AGE 


equivalent 


Chicago 11, Illinois 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, March 5, 1956 


POSITIONS WANTED 


COPY WRITEK 


Excellent opportunity in rapidly expand- | 


ing advertising department in one of Chi- 


cago’s finest retail stores for talented ex- | 


perienced copywriter. Also interested in 


talented beginners. Write, giving education | 


and experience. Carson Pirie Scott & Co., 
Miss Mary McLaughlin, Employment Man- 
ager. 

EXPERIENCED LAYOUT ARTIST 
Excellent opportunity to join expanding 
art department in one of Chicago's finest 
retail department stores. Please write giv- 
ing details of experience and we will ar- 
range an interview. Carson Pirie Scott & 
Co., Miss Mary McLaughlin, Personnel 
Department 


‘ 30 YEARS COPY EXPERIENCE 
in consumer, industrial fields. Extensive 
contact, merchandising. Real “pro” who 
works with minimum waste motion. 
Former copy chief; presently, 
consultant. Box 8245, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING COPYWRITER for the 
one medium-sized, NYC ad agency who 
will appreciate talent, new ideas, sound 
merchandising & easy self-starting. You'll 
like, too, my 7 years of copywriting ex- 
perience: all media including TV, high 
cost national mags. Presently employed, 
will consider only the right agency. 
Box 8240, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


POSITIONS WANTED 


PUBLICITY - PUBLIC RELATIONS 
Mature, thoroughly experienced publicity- 
PR executive considering change after 
seven years with one advertising agency. 
Strong industrial background. Heavy on 
writing, planning, media contacts. Capable 
forming new PR department or heading 
up established group. Philadelphia or 
South. Might consider investment. 

Box 8247, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PRODUCTION MANAGER 

10 yrs. publication and printing experience 
in capacities of advertising and assistant 
general manager. 35 yrs. of age, married, 
3 children. Present duties include complete 
advertising production, billing, purchas- 
ing, scheduling, contract negotiation, cost 
estimates and general production. Experi- 
enced in preparation of offset copy. Will 
locate anywhere for position with future. 
Minimum salary $10000. Complete resume 
of experience and references upon request. 
Write or phone: 

1247 Paddock Hills Ave., Cincinnati, Ohio. 
Redwood 1-8264. 

INDUSTRIAL AD MANAGER now with 
AAAI mfr. wants to join promotion- 
minded management team that is sold on 
advertising. 5 yrs. agency-mfr. exp. in 
planning, copy, production, trade shows, 
budgets. College grad., 28, technical back- 
ground. Box 8246, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 


PUBLISHER'S REPRESENTATIVE 
Wants to give you complete coverage of 
Michigan and Ohio territories. Eleven yeors 
intensive selling experience with wide- 
spread contacts among national adver- 
tisers and agencies. Complete references 
available on request. 


Box 836 ADVERTISING AGE 
200 E. lilinois St., Chicago 11, lil. 


ART DIRECTOR WITH ACCOUNTS 
Merger with small Agency who 
needs good thinking, hard work- 
ing, Design t Art Director 
with two small accounts—the fu- 
ture of these accounts—tremen- 
dous. 
Box 841 ADVERTISING AGE 


200 E. Illinois St. Chicago 


DIRECTOR OF SALES PROMOTION for 
nationally advertised product seeks op- 
portunity as ad manager or copy-contact 
man in Chicago area. Present work 
volves creation, production, and planning 
entire program. Buys art, printing, pho- 
tography, type. Excellent writer and 
speaker, with plenty of DRIVE. College 
graduate, 10 years of advertising and pub- 
lic relations success in appliances, com- 
munications, films, educations, etc. Pre- 
sent salary: $7500 yearly. 
Box 8231, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION MANAGER desires to 
make a change. One year on farm paper 
and last seven years with business publi- 
cation in Chicago, both ABC. Age 34, 
married, B.A. Journalism. Will move. Pre- 
fer mid-west. Box 8235, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 


Wonderful Opportunity For 
ADVERTISING COPYWRITER 
With Feed Experience 


Unusual future for growth in re- 
sponsibility as account manager 
and increasing earnings with 
profit sharing incentive plan. 
Agency experience not essential. 
Must know feeds and feed mer- 
chandising. Send samples, picture 
and complete personal resume. 
N. A. Winter Advertising Agency, 
12th Floor, Paramount Bldg., Des 
Moines, Iowa. 


agency | 


in- | 


CREATIVE ARTIST 

Exp. Art Director or layout man, exten- 
sive background graphic arts from prod 
to Typography also visual to final art 
Wish to locate Southern Cal. 

Box 8237, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

REPRESENTATIVES WANTED 
Sales representatives, dealers, distributors 
Fast selling line of stock & printed to 
order billbooks, cash books, salesman’s 
order books, printed business forms with 
or without carbon, used by every retailer, 


| wholesaler, distributor, manufacturing & 


industrial firm. World's largest manufac- 
turer. Good side line. Free illustrated cat- 
alog. Age, Box 502, Great Neck, N.Y. 


BUSINESS OPPORTUNITIES 


Trade Magazine Wanted: We are inter- 
ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 
Box 8077, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Financially sound, well-established small 
Chicago agency wishes to acquire ac- 
counts of similar agency that is planning 
to liquidate. Accounts must be profitable 
ones and willing to stay with new agency 
for reasonable trial period. Agency now 
handles various types industrial, financial 
and consumer accounts, is recognized by 
ANPA, PPA, BPA, etc. 
Box 8239, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Amazing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N.Y. 
MISCELLANEOUS 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film star endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 
2000 Hi-grade shipping labels, two colors 
2%”"x4” $5.00 prepaid. 1000 two colors 
business cards $5.25 - Samples available. 
MODERN OFFICE SUPPLIES 
216 W. Jackson 
Chicago, Il. 
Complete News Service! We write your 
releases & distribute locally, regionally or 
nationally. Clippings provided. Special 
Promotions, Box 411, Charleston, Ill. 
Maintain a Permanent Phone and Mail- 
ing Address at Mail Center, 216 W. Jack- 
son, Chicago, Illinois. 
Three Months $10.00 plus forwarding 
postage, FRanklin 2-7876. 


“Our 45th Year™ 

A. E. INDUS. POWER $15,000 

Copy-contact with top midwest agy. 
MKT. RESEARCH DIR. $15,000 

Consumer exp. in transport. field 

4 INDUST. COPY. pref. agy. exp. $8M 
GLADER CORPORATION 

“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 

110 S. Dearborn CE 6-5353 Chicago 


and his 


ne shows it. 
Must 


480 Lexington Ave. 


N. Y. AGENCY LOOKING FOR HOT COPY MAN 
NOW EARNING $15,000+ 


Successful New York advertising agency has unusual oppor- 
tunity for up-and-coming idea writer who has proved himself 


ave experience writing effective copy for package 
goods specialties in proprietary drug or food field. Experi- 
ence as copy-supervisor would help. Age, not over 38. For 
interview send resume to .. . President, Box 849. 
ADVERTISING AGE 


New York 17, N. Y. 


COPYWRITER 
FARM BACKGROUND 


Here’s a top opportunity on a 
diversified, multi-million dollar 
account. Person must be cre- 
ative first, farmer second with 
solid experience in space, sales 
promotion and radio copy. Un- 
derstanding of farming either 
from personal experience or 
writing background necessary. 
Good future in the country’s 
largest suburban-located 4A- 
agency. Send resume and no 
more than ten samples with 
brief letter telling us why 
you’re our man. Indicate your 
salary requirements. Samples 
will be returned. 


Fred J. Hatch, Vice President 
and General Manager 


MacManus, John & Adams, inc. 
Bloomfield Hills, Michigan 


WE NOW NEED 
Copy Chief Food Bkgd. $12,000 
Technical Editor $ 8,000 
Space Sales $10,000 
Home Ec. $ 7,000 


BIRCH 
* 


Executive 
Placement 


By appointment only 
Counselors keelbseUMan 


CEntral 6-5670 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


WRITER 


Unusual opportunity in Pharmaceu- 
tical firm for college graduate with 
background in writing or science or 
both. Promotional experience desir- 
able. Applicant should be 25 or over, 
have common sense, accept respon- 
sibility and be able to work under 
= Eastern Manufacturer. 

nd complete information on edu- 
cation and previous experience and 
include salary requirement. 

Box 845 ADVERTISING AGE 
480 Lexington Ave., New York 17 


PROPER REPRESENTATION 
(CAN MAKE 


THE 
DIFFERENCE 
* P 


A/E WITH PROBLEM & 
A $150,000 ACCOUNT 


looks to join competent agency with good 
story for new business. Presently ‘‘sitting 
on"’ several other accounts with aggregate 
billing of another $150,000. If you require 
another A/E to handle billing present! 
in your shop, write IN DETAIL. 
Box 842 ADVERTISING AGE 
200 E. Llinois St. Chicago 11, Illinois 


FEED 
SALES EXECUTIVE 
AVAILABLE 


Seeks new challenge and oppor- 
tunity in feed or allied industry. 
Experienced in advertising, pro- 
motion, and all phases of sales 
management. Married, willing 
to relocate. Résumé on request. 
Write in confidence to: Box 838, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


Chicago 11, Illinois. 


AGENCY PARTNERSHIP 


A successful, long established, 
trial agency whose owner has other interests, seeks one or two 
up-and-coming young admen who can assume full charge of 
the operation and expand it for the benefit of all concerned. 
Local “name” accounts, a ready income, ample expansion 
capital and an opportunity to purchase a substantial amount 
of stock out of earnings, makes this one of those rare, all-to- 
gain-nothing-to-lose opportunities that can make you a suc- 
cessful agency principal practically overnight. Only persons 
of real creative ability with client contact e 

apply. Write in detail, giving your age, wor 
salary expected. Box 835, Advertising Age, 200 E. Illinois St., 


small Detroit foods and indus- 


rience need 
history and 


From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media. etc. 
Personalized Service 
8 So. Michigan Ave. - Chicago - FR 2-6230 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York has an opening for 
& sales executive to solicit nationally 
known manufacturers of pac mer- 
chandise. He should have the following 
background and characteristics: 
Substantial experience in packaged mer- 
chandising, materials and techniques and 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 

Ability to understand motives of others 
and ted human 


to size 
tions situations. Enjoy 
find persuading others rewarding. Abie 
to work with sustained ration and 
attention 


Our staf! knows of this ad. Replies will be 
held in strict confidence. 
Box 813 ADVERTISING AGE 


480 Lexington Ave. New York 17, N. Y. 
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‘Sunset’ Publishes Top Issues 

The March issue of Sunset Mag-| ‘Ex Admen Sell Stock 

azine will be the largest for that! ° 

month since the magazine began via Verses; Virgil’ s 

publishing, it has been announced |’ x 7 5 

at the Menlo Park, Cal., headquar- Cop Y Inspires = 

ters of Lane Publishing Co. The | (Continued from Page 2) 

April issue will be the largest Sun-'a number of years ago when 

set has ever published, with more Mr. Goldsmith had his own agen- 

than 330 pages. icy. Today, Mr. Goldsmith directs 
|the Wiesenberger account, among 


‘others, for Lawrence C. Gumbin- 
ABvERT CSING SALE SR mage ‘ner Advertising Agency, and com- 
to ‘ ns || i 
whin"natjonal distribution, Taare sesentisr, ||POS€S verse for Wiesenberger ads 
pana Ms salary, traveling || and brochures. 
will interest * “sincere experi a man who | 
whe ‘ia. looking te watieee similar (Rela ¥ > : : 
unusually fine »pportunity for the right : = Until recently Wiesenberger 
Our staff kno this advertisement. A, ly : ; 
Kiser eit iat to background, ete. Rox | promotion was restricted to bro- 
Chicago ie filinola cee chures sent to clients only. Now 


AGENCIES . . . do you have 


CANADIAN BILLING? 


Outstanding, fast growing Canadian retail and national advertising 
agency will discuss reciprocal arrangement with you. 
We offer top flight creative and administrative service for your 
accounts in the great Canadian market, in return for the use of 
your franchise. 
Reply to: RETAIL ADVERTISING SERVICES 
345 Church Street, Toronto, Ontario 


INDUSTRIAL COPYWRITER | 


the stock exchange house is dis- 
tributing its brochures, as part of 
a new service, to about 900 se- 


curity dealers. The brochures car-| ing. 


ry a space for the broker’s name 


|cial magazines, and in the bro- 


ed last year to try out the copy| Molla Plans Year-Round Push 
approach on a broader audience. Molla Inc., New York, manufac- 
The results were highly gratify-/turer of metal furniture, has sched- 

uled a year-round campaign of 
ful in House Beautiful, 
have the financial jingles appear ceaut i euamic The New York 
at irregular intervals in newspa-| Times Magazine, The New Yorker 
— ads = several cities, still to| and Town & Country. Trade adver- 
be decided, in a number of finan- 'tising will appear in Institutions, 
Interiors and Retailing Daily. 
Zlowe Co., New York, is the agen- 


So plans are now being made to 


chures being sent at cost and dis- 
tributed by investment dealers 
throughout the country. Several of 
these dealers, it is expected, will | 
use some of the jingles in their 


| 


hould the market take wings 


and the outlook grow chancey | 


Will he wake from his sleep 


|tising account of Girard’s Inc.,|] shows 


| BW&S will continue to handle un-| 


MEDIA 


A leading advertising agency of- 
fers challenging job in Media De- 
partment for young men with 
college or equivalent to learn how 
to buy print or television media 
for nationally advertised brands. 
Must have good figure aptitude. 
If interested, send résumé stating 
military status, education, experi- 
ence, and age to— 

Box 834 ADVERTISING AGE 


If you can think creatively and write per- 
suasively, you may be just the man to fill 
an immediate opening in the industrial 
advertising department of a prominent 
north central Ohio manufacturer. The po- 
sition entails creating and producing in- 
dustrial advertising of all types including 
trade journal ads, house organs, direct 
mail pieces, catalogs and publicity. The 
man we are seeking must have ambition, 
@ great desire to learn, and the ability to 
get along with people. A college education 
is desirable, an interest in technical copy 
is necessary, and the ability to write is 
essential. Since all replies will be kept in 
strict confidence, please write in full de- 
tail covering your |. ene experience 
and salary expected 


x 826 ADVERTISING A\ 


and his sweet dreams of fancy? 


LIGHT VERSE SELLS stocks—Arthur ness use of the property. 


|Wiesenberger & ‘Co. finds 


verse like this successful in pro- 


light | 


| 
| 


moting securities sales, via news-| 


paper ads and direct mail bro- 


chures. 


\to be imprinted and in no 


way 


Bo 
200 E. Illinois St. Chicago Ts Tiuinots 


480 Lexington Ave., New York 17 


ASSISTANT 
MEDIA DIRECTOR 


Wanted by Chicago Office of large, national AAAA Agen- 
cy. Must have a 7 to 10 year background of buying in all 
types of media and on a variety of accounts. Salary com- 
mensurate with experience and ability. Give complete 


business history, personal data and salary expected. All 

inquiries treated in strict confidence. 
Box 837 

200 E. Illinois St. 


Advertising Age 
Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


| 

| 
photographers 
DEARBORN 2-1062 
167 N. LaGALLE, CHICAGO ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


MEDICAL WRITER 


“Gray Flannel Suit” 
— old with ima a on, y Fe 
ckground and talent for concise, 
effective prose. Job entails contact- 
ing physicians; planning scientific 
convention displays; writing, direct- 
ing medical movies. Salary depend- 
ent on experience and demonstrable 
ability. Eastern Manufacturer. Lib- 
ae ea program. Send complete 


Rex ‘844 ADVERTISING A Ps 


480 Lexington Ave., New Your 17 


WANTED.....an able young man with money 


Here’s an opportunity to buy into an established Ohio agency that 
is currently financially strapped because of one bad year (1955) out 
of the past six, and because of credit losses in 1954. I am the owner, 
and I have never had adequate capitalization and now I am at the 
point where the modest capital I had has been virtually dissipated, 
and the agency’s book value is virtually nil. Nevertheless, in the 
four years 1950 thru 1953, on volume ranging from $311,000 (50) 
to nearly $600,000 (’53) (It is now about $700,000 and growing) the 
agency netted after taxes $23,000 after my personal draw of about 
$76,000. In 1954 we netted about $7500 on operations but a credit 
loss turned that into a red figure of $2600. In 1955 we had a strike 
and other factors that caused the only bad year in our history, and 
we lost over $15,000. 1956 looks most promising, and to get needed 
capital into the business, I must sell some of my interest. Our repu- 
tation, performance, staff and clients will stand up well under rigid 
investigation. Our growth has been consistent and some accounts 
have been with us 15 years. In spite of our dearth of book value I 
feel that the opportunity and size of the operation warrant my ask- 
ing $45,000 for a 40% interest, with an opportunity to secure greater 
interest later. If you are young and have the ability to contribute 
creatively or thru sales, and the financial resources to cover the 
required stock purchase, I shall be glad to give you the complete 
story in a personal interview. Write in confidence to BOX 831 
Advertising Age. 200 E. Illinois St., Chica .o, 11, Illinois. 


mention Arthur Wiesenberger & 
Co. 

The “hard sell” in the Wiesen- 
berger light verse may be summed 
up in one of the couplets: 

The time-worn way is still the 

best: 

Seek counsel when you would 

invest. 

The new look in his advertising 
and promotion, Mr. Wiesenberger 
says, is not new at all. He main- 
tains that financial advertising 
and merchandising has a tradition | 
thousands of years old. 


a “The early poets were really 
our first publicists,” he says. “It 
is not generally known, but one 
of the greatest promotion pieces 
ever written was by Virgil, who 
was commissioned by the then 
Roman emperor to romanticize 
rural living. The emperor sought 
to stimulate a sharply eames 
farm output.” 

(Editor’s Note: Mr. Wiesenberg- 
er refers to Virgil’s “Georgics,” | 
composed, B.C. 37-30, in four, 
books, the first on agriculture, the | 
second on the culture of trees, the | 
third on domestic animals, and the | 
fourth on bees.) 


a “Verse worked then,” Mr. Wie- 
senberger says, “and we know, 


Advertising Agency 
Radio & TV Traffic! 


If you have had at least 2 years 
experience as a Radio and TV 
Traffic Operator with a medium 
or large agency, this offer will in- 
terest you. 

A leading advertising agency 
offers unusual opportunity. Must 
have had experience as station 
(external) traffic operator or in- 
ternal traffic operator on national 
brands. Salary commensurate with 
experience. 

If interested, call Compton Ad- 
vertising, Inc., New York City, 
New York, OXford 7-3699. 


from our own experience, that it) 
works now. Our investment ‘odes’ | 
were carefully tested on our own | 
clients first, then a small news- | 
paper test campaign was conduct- | 


own local advertising. 


Agency Resigns Girard’s 
Brisacher, Wheeler & Staff, San _ 
Francisco, has resigned the adver- | 


* In Trade 


maker of Girard’s salad dressings. | 
No effective date has been set, and | 


* Store Windows 
* Sales Meetings 


til the company can appoint anoth- | 
er agency. The account previously | 
was handled by Honig-Cooper Co. 
and by Rhoades & Davis, which re- 
cently merged with Honig-Cooper. 


Grant Tells Building Plans 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 
— projects a 
continuous 


30 slide show RENT OR BUY 


Grant Advertising last week pro-| | with BIG, BRIGHT ADmatic for 
posed plans for a new $700,000 _— al your next trade 
three-story office building to be} ; — — 


erected in Chicago on Lake Shore | 
Dr., pending the outcome of a re-| 
| quest to rezone the area for busi- 


THE HARWALD COMPANY, INC. 


1216 Chicago Ave + Pan Mt, aig 
DAvis 8- 7070 - — 


The NEWS of the ROCKIES 


Electrical Appliance classification— 
62 advertisers—1,233,286 lines of re- 
tail advertising in both Denver news- 
papers—70.9% of the total in The 
News. 


Rocky Mountai 


 Scupes Howard Heurve 


are in advertising 
f and the graphic arts, 

fe ig and yet they can be 

‘ the toughest critics 

of reproduction. 

In our field, 

good work makes good friends, 
and good friends 

keep us doing good work. 

It's a winning circle. 


\¢ 


nr 


AMERICA’S FINEST PHOMOEEMEES 
333 WEST LAKE STREET, 
LETTERPRESS +» GRAVURE 
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Population, 195,000 

Family Units 57,500 

Combined Daily Circulation 52,545 
Combined Sunday Circulation 60,812 


of America’s 3rd Fastest Growing Market ! 


Your advertising reaches all of the Southern Arizona 
Market in the Arizona Daily Star and the Tucson 
Daily Citizen. This market area is composed of 3 
whole counties—Pima, Cochise, Santa Cruz—and a 
portion of Pinal. Tucson, with its population of 
195,000 is the only city over 10,000 in the market, 
and therefore, the two newspapers represent the pre- 


The prosperity of the market is maintained by a 
widely diversified economy including copper, cattle, 
agriculture, electronics and aircraft manufacture. Per 
family income is $5314, while per capita spendable 
income is $1525. Bank debits have quadrupled since 
1946, now totaling over $170 million dollars. The 
Tucson Newspapers are the only medium that reaches 


every square foot of this rich market. They will give 


ferred source of news for people in a region more than 
you real advertising action! 


3 times the size of New Jersey in area. 


Population (Pima Co.) 215,000 
Family Units 63,235 

Daily Circulation 53,586 
Combined Sunday Circulation 62,043 


HERE IS COMPARATIVE PROOF OF UNDUPLICATED CIRCULATION 


Greater Tucson 

(90% of Pima Co.) 
TUCSON PAPERS (Daily Comb) 
TUCSON PAPERS (Sun. Comb) 
Phoenix Papers (D) 
Phoenix Papers (S) 
Les Angeles Times (D) 
Los Angeles Times (S) 
Les Angeles Examiner (D) 
Los Angeles Examiner (S) 


*This is unduplicated circulation coverage. 5% duplication has been deducted before figuring percentages. 


CIRCULATION 
64,036 


Combined Daily 


67,202 


Combined Sunday 
As of on day, 
Feb. 13, 1956 


Ghe Arizona Daily Star Tucson Daily Citizen 


Morning & Sunday Evening 


Two independently owned and operated Nationally represented by 
Pom yl Ay 9) newspapers produced in the same plant. Cresmer & Woodward 
Combined Daily Circulation 57,581 
Combined Circulation 66,402 
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x SELL SOUTHERN ARIZONA WITH THE ONLY ADVERTISING MEDIUM THAT REALLY COVERS THE AREA! 
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